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Executive Summary 
 
 
In the five years since the Legislature first redirected $38 million to the Board Financial 
Assistance Program-Student Financial Aid Administration (BFAP-SFAA) allowance, 
California Community Colleges (CCCs) have experienced many changes and 
challenges. However, the net result of this funding is a significant increase in financial 
aid for community college students.  
 
The stateôs 2003 fiscal crisis initially resulted in severe budget cuts, staffing reductions, 
and reduced course offerings, all of which caused dramatic enrollment decreases at 
community colleges.  During this same period, community college students were 
confronted by two consecutive years of enrollment fee increases, from $11 to $18 per 
unit in 2003-04, and a second increase to $26 per unit in 2004-05 (a net increase of 136 
percent).  In 2006-07, the fees were reduced to $20 per unit, where they have since 
remained. 
 
The 2003-04 BFAP-SFAA capacity funding increase was enacted to mitigate the 
negative effects of the fee increases by ensuring that needy community college 
students would receive sufficient financial aid services to maintain and increase their 
access to state and federal financial aid programs. Of the $38 million redirected from 
within the Chancellorôs Office budget, $34.2 million was designated to expand financial 
aid outreach and administrative capacity.  The remaining $3.8 million was designated 
for a statewide media campaign to promote public awareness of financial aid 
availability, increase participation in financial aid programs, and promote the affordability 
of a community college education (this amount was reduced from $3.8 million to $2.8 in 
2004-05).  Subsequent State Budget Acts have maintained the BFAP-SFAA college 
capacity funding at $34.2 million and the statewide media campaign at $2.8 million. 
 
The 2003-04 BFAP-SFAA allowance and its continuation through 2008-09 represents 
the most significant milestone in financial aid administration in the CCC system since 
the inception of the BFAP-SFAA in 1985, the year following the enactment of the first 
community college enrollment fee. Despite the challenges posed by a period of 
fluctuating course offerings, sequential double-digit fee increases, and declining 
enrollments, the added funds for financial aid administration and the statewide ñI Can 
Afford Collegeò campaign have enabled the system to significantly increase student 
awareness, increase participation in the financial aid programs, and offset potentially 
harmful effects of fee increases on low-income and disadvantaged students.   
 
The following performance indicators demonstrate the CCC systemôs success in 
identifying and serving low-income and disadvantaged students: 
 
Since the inception of the BFAP-SFAA capacity funding allowance, CCC student 
financial assistance programs have increased student financial aid from $895 million in 
2002-03 to $1.24 billion in 2007-08.  The number of students receiving aid during this 
five-year period also increased from 610,112 in 2002-03 to 781,819 in 2007-08, a net 
gain of 171,707 students or 28.1 percent.    
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V Funding to all CCC students in all financial aid programs increased from 2002-03 
through 2007-08 by over $348 million dollars. That represents an increase of 
approximately 39 percent in disbursed financial aid funds for community college 
students.  
     

V Despite a slight overall decline in credit enrollments between 2002-03 and 2007-
08 (-3,280 students or -0.1 percent):    

 

¶ 82 colleges reported growth in the number of Pell Grant awards.  
 

¶ 83 colleges reported growth in the percentage of credit enrollment served 
with Pell Grant awards.  
 

¶ 104 colleges reported growth in the number of Board of Governors (BOG) 
Fee Waiver recipients.  
 

¶ 107 colleges reported growth in the percentage of credit enrollment served 
with BOG Fee Waivers.  
 

¶ The CCC system had a net increase of 164,682 (27.6 percent) in BOG 
Fee Waiver recipients.        
 

¶ The CCC system had a net increase of 30,173 (12.6 percent) in Pell 
award recipients.      

 
V CCCs were successful in identifying and serving a total of 409,993  students 

system-wide through ñin-reachò to students who were enrolled, but had not 
previously received financial aid: 

 

¶ 89,739 in 2003-04          

¶ 97,026 in 2004-05 

¶ 74,862 in 2005-06 

¶ 69,695 in 2006-07             

¶ 78,671 in 2007-08   
 
V CCCs were successful in identifying and serving 1,529,830 students system-wide 
through ñoutreachò to students who were not enrolled in the prior year but 
enrolled in the current year and received student financial aid: 

 
¶ 270,509 in 2003-04 
¶ 301,755 in 2004-05  
¶ 307,682 in 2005-06 
¶ 309,676 in 2006-07           
¶ 340,208 in 2007-08 

 
The fourth annual Community College Financial Aid Awareness Month took 
place in April 2008, marking yet another successful collaborative effort between 
the statewide ñI Can Afford Collegeò campaign and local campus financial aid 



     

offices. The start of the campaign was commemorated with a proclamation from 
Governor Schwarzenneger declaring April 2008 as ñFinancial Aid Literacy 
Month.ò  This was a shift from 2006-07, in which the Governor declared May of 
2006 as ñCommunity College Financial Aid Awareness Month.ò  

 
During the past year, the ñI Can Afford Collegeò campaign also: 
 
V Distributed more than 350,000 pieces of promotional materials (such as fans, 

stickers, hats, folders, and bilingual business cards) to community colleges, high 
schools and community and faith-based organizations throughout the state. 
 

V Had 524,000 visitors to the icanafforcollege.com web site in 2007-08.  This 
total, which is more than double the number of visitors in prior years, is the 
highest annual total in the campaignôs history.   
 

V Provided a conduit to community college financial aid offices via a bilingual toll-
free telephone number (800-987-ICAN) for those who do not have Internet 
access or are not comfortable online.  Since its inception, this telephone line has 
received more than 20,000 calls; of these, about 16,000 were English language 
speakers and 4,000 were Spanish language speakers.   
 

V Secured more than 60 Spanish-language, African-American and general market 
media outlet news stories throughout the state featuring ñI Can Afford College.ò 
 

V Reached more than 110,000 students and potential students during Financial Aid 
Awareness Month (April 2008).  
 

V Developed an innovative media partnership with Clear Channel, with promotions 
titled American Idol ñLive Your Dreamò and ñBe a Star. Go to College.ò  Both 
promotions encouraged young adults to visit the icanafforcollege.com web site 
for a chance to win special prizes. 
 

V Held 23 mini community college and financial aid awareness fairs at local high 
schools throughout the state from May 2007 to June 2008, connecting more than 
43,000 students to 47 community colleges and to the campaign. 
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Introduction 
 
Language in the annual Budget Act requires the Chancellor to submit a report to the 
Administration and Legislature on the use of funds allocated for increased capacity and 
participation for student financial aid in California Community Colleges, including the 
distribution of funds; specific uses of the funds; strategies employed to reach potentially 
eligible low-income and disadvantaged students; and the extent to which districts were 
successful in increasing the number of students accessing financial aid, particularly the 
maximum Pell Grant award.  
 
This report provides: 
 
V A comparison of CCC enrollment data from the 2002-03 baseline year through 

2007-08.  
 

V Demographic tables showing student headcounts and financial aid awards for 
2005-06 through 2007-08.  

 
V A description of the method used to allocate funds and a display of allocations 

by college.  
 
V A summary of the financial aid outreach strategies and improvements in 

administrative capacity implemented by the 110 CCCs.        
 
V A summary of the challenges faced by the colleges as they continue to 

implement and refine their strategies to increase awareness and participation in 
student financial assistance programs.  

 
V A comparison of 2002-03 baseline Student Financial Assistance Programs 

performance measures with actual performance through 2007-08.  
 

V A report on the ñI Can Afford Collegeò statewide media campaign through 
March 2008. 

 
 
The past five years have provided California Community College (CCC) financial aid 
administrators with a unique opportunity to expand financial aid services and increase 
financial aid awards to low-income and traditionally underrepresented and underserved 
students.  The stateôs 2003 fiscal crisis had initially caused severe budget cuts, which, 
in turn, reduced staffing  and course offerings and dramatically curtailed enrollment at 
most colleges. During this same period, students were confronted by two consecutive 
years of enrollment fee increases, from $11 to $18 per unit in 2003-04, and a second 
increase to $26 per unit in 2004-05.  This represents a 136 percent fee increase within a 
two-year period. The fee amount remained at $26 per unit until January 1, 2007, at 
which time it was reduced to the current level of $20 per unit.  
 
The 2003-04 Budget Act, which implemented the first fee increase (from $11 to $18), 
redirected $38 million from within the Chancellorôs Office budget to the Board Financial 
Assistance Program ï Student Financial Aid Administration (BFAP-SFAA) allowance 
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and designated $34.2 million of these funds for the exclusive purpose of increasing 
community college financial aid administrative capacity and outreach. The intent of the 
increased funds was to offset the negative effect of the fee increase by providing the 
following specified services: 
 
V Increasing awareness and participation in student financial aid programs through 

direct contact with students, potential students, and their families. 
 
V Increasing low-income and disadvantaged student participation in postsecondary 

education through access to financial aid information, application assistance, and 
funding. 

 
V Assisting current students, prospective students, and their families in overcoming 

financial barriers in accessing postsecondary education. 
 
The 2003-04 Budget Act designated the remaining  $3.8 million in BFAP-SFAA funds 
for a statewide media campaign to promote public awareness of financial aid availability 
and increase participation in financial aid programs by communicating the following:  

 
V California Community Colleges remain affordable. 

 
V Financial aid is available to cover enrollment fees and help with books and other 

costs.  
 
V  Local CCC financial aid offices are prepared to work directly with students and 

their families to provide better financial aid education and resources.    
 
In 2004-05, funding for the media campaign was reduced to $2.8 million.  Since that 
time the State Budget Acts have maintained the BFAP-SFAA allowance at $34.2 million 
for colleges and $2.8 million for the statewide media campaign.  The establishment and 
continuation of this historic funding increase for Student Financial Aid Administration 
capacity and participation represents the most significant milestone in financial aid 
administration in the California Community Colleges since the start of the BFAP-SFAA 
in 1985, following the first implementation of community college enrollment fees in 1984. 
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Background Information on 
Student Financial Aid Programs and Administrative Capacity 
 
 

Financial Aid Programs in California Community Colleges 
 
Each community college financial aid office administers upwards of a dozen state and 
federal student aid programs.  In 2002-03, the baseline year prior to the Board Financial 
Assistance Programs - Student Financial Aid Administration (BFAP-SFAA) capacity 
funding increase, CCCs provided more than 610,000 students with over $895 million 
from various student financial assistance programs to cover educational expenses. 
 
The number of unduplicated financial aid recipients has increased substantially over the 
five years since the introduction of the BFAP-SFAA capacity funding increase. For 
example, the number of awards has increased from approximately 610,000 in 2002-03 
to 782,000 in 2007-08, a 20 percent gain. Award dollar totals have also increased from 
$895 million in 2002-03 to $1.24 billion in 2007-08.  That represents a net increase of 
nearly $348 million or 39 percent.  

 
While the community college student financial assistance programs established 
significant benchmarks in each of the first three years after the BFAP-SFAA capacity 
funding increase, financial aid assistance declined slightly in year four (2006-07), due 
largely to the reduced awards caused by a change in the federal needs analysis formula 
(see the section labeled ñEffects of Federal Need Analysis Formula Change on Pell 
Grant Awardsò on page 26 for a further explanation of the tuition sensitivity and federal 
needs analysis formula impact). In addition, there was a 23 percent drop in the 
enrollment fee for CCCs from $26 to $20 per unit in January 2007.  However, year five 
(2007-08) showed a dramatic increase, marking a historic high in financial aid for CCC 
recipients. 
 
 
V With the exception of 2006-07, the CCCs have experienced increases in 

amounts distributed and students served since the baseline year. 
 

¶ 2003-04 - over $1 billion dollars in aid to more than 652,000 students. 
 

¶ 2004-05 - over $1.17 billion dollars in aid to more than 714,000 students. 
 

¶ 2005-06 - over $1.17 billion dollars to more than 732,000 students.  
 

¶ 2006-07 ï over $1.13 billion dollars to more than 732,000 students.  
 

¶ 2007-08 - $1.24 billion dollars for nearly 782,000 students.  
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V The Board of Governors (BOG) Fee Waiver program continues to serve the 
largest number of CCC students: 

 

¶ 2003-04 ï served 639,105 credit students (26 percent of credit headcount) 
and waived more than $168 million in enrollment fees. 

 

¶ 2004-05 ï served 699,015 credit students (29 percent of credit headcount) 
and waived more than $266 million in enrollment fees. 

 

¶ 2005-06 ï served 716,796 credit students (29 percent of credit headcount) 
and waived $273 million in enrollment fees.  

 

¶ 2006-07 - served 715,516 credit students (28 percent of credit headcount) 
and waived $249 million in enrollment fees.   The reason for the dollar drop 
was a mid-year, 23 percent drop in fee costs for CCCs from $26 to $20 per 
unit in January 2007.    

 

¶ 2007-08 ï served 761,968 credit students (over 28 percent of credit 
headcount) and waived $225 million in enrollment fees.  While the number of 
fee waivers increased dramatically in 2007-08, the dollar amount actually 
dropped from the prior year.  This is attributable to the earlier fee drop, which 
applied to the entire 2007-08 academic year.   

 
V The Federal Pell Grant program continues to provide the greatest amount of 

funding:  
 

¶ 2003-04 ï 246,093 students received a total of $566 million in direct aid to 
students. 

 

¶ 2004-05 ï 259,958 students received a total of $606 million in direct aid to 
students. 

 

¶ 2005-06 ï 254,603 students received a total of $590 million in direct aid to 
students. 

 

¶ 2006-07 ï 247,143 students received a total of $574 million in direct aid to 
students. 

 

¶ 2007-08 ï 270,098 students received a total of $668 million in direct aid to 
students. 

 
V The Cal Grant Program, the stateôs largest inter-segmental grant program, 

provided: 
 

¶ 2003-04 - 58,089 students (2.3 percent of credit headcount) with more than 
$66 million in direct aid to CCC students. 

 



     

¶ 2004-05 ï 65,262 students (2.7 percent of credit headcount) with nearly $75 
million in direct aid to CCC students. 

 

¶ 2005-06 - 67,328 students (2.7 percent of credit headcount) with more than 
$76 million in direct aid to CCC students. 

 

¶ 2006-07 ï 66,071 students (2.6 percent of credit headcount) with more than 
$74 million in direct aid to CCC students.   

 

¶ 2007-08 - 67,012 students (2.5 percent of credit headcount) with more than 
$75 million in direct aid to students.          

 
See Exhibit 1 for a comprehensive summary of system-wide Student Financial Aid 
Programs award data for 2002-03 through 2007-08.      

 
 

Funding for California Community College 
Financial Aid Administration 
 
In 2006-07, system-wide aggregate spending on financial aid administration was $104.4 
million, and in 2007-08 it increased to $108.1 million. Funding sources for the 
administration of student financial assistance programs include the following:      
 
V Through the BFAP-SFAA allowance, the state provides categorical funding for 

the administration of the BOG Fee Waiver program to increase program 
participation and provide information and outreach to students and potential 
students for all (federal, state and private) financial assistance programs. In 
2006-07, the State provided $44.1 million in BFAP-SFAA funds (42.2 percent of 
all student financial aid administration expenditures).  In 2007-08, the State 
provided $44.4 million in BFAP-SFAA funds (41percent of all student financial 
aid administration expenditures).  
 

V Local districts and colleges provide the largest amount of support for the 
administration of student financial assistance programs from general fund 
apportionments through local budget decisions. In total, local colleges and 
districts spent $60.3 million in 2006-07 (57.7 percent of all student financial aid 
administration expenditures) and $63.7 million in 2007-08 (59 percent of all 
student financial aid administration expenditures).   
 

V The Federal Pell Grant program provides a $5 administrative allowance per grant 
recipient that yielded approximately $1.2 million in 2006-07 (1.2 percent of all 
student financial aid administration expenditures) for the 110 colleges and $1.4 
million in 2007-08 (1.3 percent of all student financial aid administration 
expenditures).       
 

V The Federal Campus-Based Programs (Federal Supplemental Educational 
Opportunity Grant-ðSEOG, Federal Work Study, and Perkins Loans) provide a 
3 percent administrative allowance on the relatively small pool of program funds. 
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It provided approximately $1.7 million (1.7 percent of all student financial aid 
administration expenditures) in local administrative support in 2006-07 and $1.6 
million (1.4 percent of all student financial aid administration expenditures) in 
local administrative support in 2007-08.       
 

V The Cal Grant programs provide no program administration funding to colleges.  
 
See Exhibit 2 for a summary of student financial aid administration spending by college 
for 2002-03 through 2007-08.   
 
 

Comparison of Public System Financial Aid Administration Funding  
 
The $34.2 million annual financial aid administration capacity and participation funding, 
designated since the 2003-04 State Budget Act, represents Californiaôs most significant 
investment in improving financial aid administrative resources at California Community 
Colleges.  However, when viewed in the overall context of the public higher education 
segments in California, the average financial aid administrative funding of $40 per credit 
student at community colleges remains significantly below corresponding expenditures 
in the CSU and UC, the other public postsecondary systems in the state.   
 
Table A below illustrates the disparity of student financial aid administration funding 
between the public postsecondary systems. 
 

Table A 
Summary of Administrative Funding for 

Student Financial Aid Administration in Public Postsecondary Systems 

 

Summary of Administrative Funding for 

Student Financial Aid Administration in Public Postsecondary Systems 

  UC CSU CCC 

  2007-08  
1
 2007-08 

1
 2007-08  

2
 

2007-08 Total Credit Enrollment  216,255  459,676  2,687,314 

2007-08 Estimated Expenditure - SFA Administration $ 35,629,000 $ 35,265,000 $ 107,415,219 
3
 

2007-08 Expenditure per Student $ 165 $ 77 $ 40 

Sources:  1
Governorôs 2007-08 Budget Proposal; 

2
CCC Chancellorôs Office MIS Data; 

3
CCC expenditures include the ongoing BFAP-SFAA 

Allowance, the new Financial Aid Outreach and Administrative Capacity augmentation and the reported expenditures from institutional and 
federal funds that support financial aid administration. 
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Allocation Formula for Annual Distribution 
of the BFAP-SFAA Capacity Funding Increase for 

Financial Aid Outreach and Administration 
 
 

2006-07 and 2007-08 BFAP ï SFAA Capacity Funding Allocations 
 
The 2006-07 and 2007-08 Budget Acts maintained the funding established in 2003-04 
for the BFAP-SFAA to expand local community college financial aid participation, 
outreach, and administrative capacity. The Chancellorôs Office continues to notify 
colleges of their allocations and their local Maintenance of Effort (MOE) requirements 
and continues to re-emphasize the purpose of and allowable uses for this funding. 
 
In distributing the capacity funding for the 2006-07 and 2007-08 years, each community 
college is provided a base allocation of $50,000 to ensure that small colleges would be 
fairly funded.  The base allocations total $5.5 million for 110 colleges.  The remaining 
$28.7 million, intended for local expenditure, is distributed on the basis of a "fair share" 
formula using two equally weighted factors:  
 
V Each collegeôs FTES as a percentage of total system FTES.  

 

V Each collegeôs BOG Fee Waiver recipients as a percentage of total system BOG 
Fee Waiver recipients.   

 

See Exhibit 3 for a comparison of college allocations for 2002-03 through 2007-08.   

 
Local Maintenance of Effort Requirements 
 
The 2003-04 Budget Act specified, ñFunds allocated to a community college district for 
financial aid personnel, outreach, determination of financial need, and delivery of 
student financial aid services shall supplement, and shall not supplant, the level of funds 
allocated for the administration of student financial aid programs during the 2001-02 
fiscal year.ò  Each subsequent Budget Act, including the 2008-09 Budget Act, has 
included the same provision.  In implementing this provision, the Chancellorôs Office 
established an MOE requirement for each college based on 2001-02 expenditures. 
Each college reporting non-compliance with the MOE requirements is required to 
provide an explanation of the circumstances and mitigating corrective actions to rectify 
the local funding shortfall and is potentially subject to a fiscal penalty. 

 
 

De-obligating and Reallocating Funds 
 
The annual Budget Act requires CCCs receiving BFAP-SFAA funds to maintain local 
college/district administrative funding at or above the 2001-02 MOE level.  A Board of 
Governors approved policy imposes a dollar-for-dollar penalty for non-compliance with 
the MOE provisions of the program.  In an effort to minimize incidents of non-
compliance, colleges are given an opportunity to de-obligate any unspent funds or to 
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request additional funding in early spring, contingent upon the level of funds de-
obligated by other colleges.  

 
V During 2003-04, $675,000 or 1.9 percent of the participation and capacity funding 

was de-obligated and redistributed. 
 

V During 2004-05, $451,500 or 1.3 percent of the participation and capacity funding 
was de-obligated and redistributed.   
 

V During 2005-06, $90,000 or 0.3 percent of the participation and capacity funding 
was de-obligated and redistributed.  

 
V During 2006-07, none of the participation and capacity funding was de-obligated 

for redistribution.  
 

V During 2007-08, $43,200 or 0.1 percent of the participation and capacity funding 
was de-obligated and redistributed.  
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



     

 How Colleges Have Invested the Funds to 
Increase Financial Aid Participation 

 
 

Identifying Target Populations and Designing Strategies 
 
Colleges understand that strategies for spending the BFAP-SFAA funding must pass 
the litmus test of providing financial aid information, an increased level of financial aid 
service, or otherwise result in increased participation in the student financial aid 
programs.  The funds are provided to improve participation in student aid programs and 
ensure that lower income and underserved students are given the opportunity and 
assistance necessary to take advantage of financial aid programs available to them. 
 
The Chancellorôs Office encourages college financial aid offices to identify strategies for 
using the BFAP-SFAA capacity funds to target and assist local populations who are not 
served or who are underserved.  Spending strategies focus on identifying current and 
prospective students, assisting in the application process, and increasing financial aid 
office capacity to administer complex student aid programs, and award and disburse 
student aid funds.  Colleges are required to submit BFAP-SFAA spending reports to the 
Chancellorôs Office detailing strategies and expenditures that reflect locally focused 
student services.   
  
College spending reports since 2003-04 indicate that the vast majority of expenditures 
are related to an increase in staff, including direct costs such as salaries and benefits, 
as well as indirect costs such as recruiting, staff development and training, and 
hardware, software, and equipment purchases required for new hires.  College 
spending reports for all years since 2003-04 demonstrate that: 
 
V Over 92 percent of the Student Financial Aid Administration funding is being 

used for expenses associated with increases in staffing, based on the latest 
figures. This figure has increased significantly from the 80.8 percent figure shown 
in 2004-5.   

 
Without COLA funding, the BFAP funding has not kept pace with the increases in 
staff salary and benefit costs.  Financial aid staffing levels have decreased by 
nearly 10 percent, while staffing costs have increased by over 17 percent, 
demonstrating that a decreasing number of financial aid staff members are 
having to serve an increasing number of students requiring financial aid services. 

 
V Remaining funding is primarily being used for expenses related to outreach and 

in-reach activities, such as on-campus and off-campus community events, 
translation services, publications, and printing. 

 
Indications for 2009-10 are that enrollments and financial aid applicants are continuing 
to rise significantly, while staffing resources continue to dwindle.  In the face of such 
opposing trends, it is difficult to predict how long community college financial aid staff 
can effectively serve their students without additional staffing.   
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During the first two years of the BFAP-SFAA capacity funding, many schools awaiting 
approval of new BFAP-SFAA positions were able to utilize a portion of their BFAP-
SFAA funds to initiate recruitment efforts, enhance their service capacity, and procure 
needed materials and processing equipment. This allowed schools to devote a greater 
portion of their staff time to outreach and in-reach efforts. However, as colleges began 
to fill positions, and as those positions became more costly to maintain, a greater 
portion of the funds are being dedicated to positions needed to meet the daily demands 
of a growing pool of applicants and recipients.   
 
A summary of the college BFAP-SFAA Base and Capacity & Participation Expenditure 
Reports for 2003-04 through 2007-08 is provided in Table B. 
 

Table B 
BFAP-SFAA Expenditures 

 
 

Expenses related 

to staffing, 

including 

salaries/wages, 

benefits, training, 

recruitment, 

equipment, and 

workstations 82.60% $34,986,604 80.80% $36,016,358 88.46% $38,465,011 89.23% $39,360,936 92.42% $40,996,842 95.72% $42,178,061

Expenses related 

to outreach 

including events, 

translation 

services, 

publications, and  

printing 16.40% $6,946,493 18.50% $8,246,319 10.97% $4,770,079 10.52% $4,640,559 7.29% $3,233,791 4.11% $1,811,030

Other expenses 1.00% $423,567 0.70% $312,023 0.57% $247,853 0.25% $110,279 0.29% $128,642 0.17% $74,909

Total BFAP-SFAA 100% $42,356,664 100% $44,574,700 100% $43,482,943 100% $44,111,774 100% $44,359,275 100% $44,064,000

2008-09
1 

Percent 

Estimate

2008-09 

Dollars 

EstimateCost Categories

2007-08 

Dollars 

2003-04 

Percent

2003-04 

Dollars

2004-05 

Percent

2004-05 

Dollars 

2005-06 

Percent

2005-06 

Dollars

2006-07 

Percent  

2006-07 

Dollars

2007-08 

Percent

 
Sources: All estimates are based upon spending patterns reported by colleges. 

 

 

Staffing 
 
The BFAP-SFAA spending reports submitted by colleges for 2007-08 list approximately 
1800 staff working in CCCs to support student financial aid program participation.  In 
2005-06, the Chancellorôs Office asked colleges to report the number of staff by 
employment classification as a means of establishing a baseline for monitoring future 
staffing trends.  The Chancellorôs Office continues to request this information and report 
on staffing for each subsequent year.  Unfortunately, even as colleges provide larger 
shares of administrative support funds to their financial aid offices, the number of staff, 
particularly student workers (who provide a large portion of outreach services and 
administrative support), has dropped to a point where it has become increasingly 
difficult to provide needed outreach, processing, and disbursement services to match 
the growth in student enrollments.  
 
 
 
 
 



     

 
Table C identifies the financial aid staffing for 2005-06 by employment classification. 
 

 
Table C 

BFAP-SFAA Financial Aid Staffing 
 

2005-06 

Number

2006-07 

Number

2007-08 

Number

Estimated 

2008-09 

Change

Estimated 

Net Change Percent

Permanent Employees 

(Full Time Equivalent)               1,101            1,093           1,061           1,040 (61) -5.5%

Temporary Employees                  304               285              271              254 (50) -16.4%

Students                  605               510              492              435 (170) -28.1%

TOTAL               2,010            1,888           1,824           1,729 (281) -14.0%  
                                                                                                                                                                                                                         

 
Targeted Outreach to Low-income and Disadvantaged Students 
 
The diverse composition of students and prospective students who enroll in community 
colleges requires specialized attention and activities to help students understand and 
respond to the intended message:  ñCommunity colleges remain affordable and financial 
aid is available to help students realize their educational and/or vocational goals.ò  Since 
the inception of the BFAP-SFAA capacity funding, schools continue to employ specific 
strategies, detailed below, to identify and better serve low-income and disadvantaged 
student populations in the local communities where they reside. 
 
Establish and Maintain Relationships with High Schools to Educate Secondary 
School Influencers and to Increase Awareness of Financial Aid for Community 
College Attendance 
 
V Most colleges maintain regular contact with their local high school teachers, 

counselors and advisors to ensure that they are informed of college student 
support services, including the various forms of financial aid and the application 
processes relative to each program. College financial aid staff serve not only as a 
contact source for high school staff but also as a supplementary source for 
application forms and materials.  
  

V Colleges continue to conduct local in-service training and workshops for high 
school counselors and advisors to increase awareness of academic and 
career/technical education programs and related student support services, 
including financial aid. As participants in these efforts, CCC financial aid trainers 
continually educate high school staff on financial aid programs, forms and 
requirements. Financial aid staff members use these training events as an 
opportunity to emphasize the message that higher education is affordable and 
that financial aid is available, year-round, at community colleges.  
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V Many colleges have initiated or are continuing efforts to provide targeted training 

opportunities for high school teachers, recognizing that teachers regularly 
interact with students who may have little or no opportunity to meet with high 
school counselors.  For a number of years, budget deficits in many school 
districts have reduced available counseling positions, increasing the extent to 
which teachers have become a more critical source from which students can 
receive college-oriented information.   
 

V Locally, many colleges continue to provide training to high school administrators 
and their information systems personnel to inform them about submitting GPAs 
and encourage them to electronically report the GPAs of all high school seniors 
and recent past graduates to the California Student Aid Commission (CSAC).  
This serves to increase the pool of Cal Grant candidates and the number of 
community college students qualifying to receive a Cal Grant Award.  
 

V Colleges continue to work closely with local high school administrators, 
counselors, and teachers to advise students affected by the implementation of 
the California High School Exit Examination (CAHSEE) and ensure that 
postsecondary opportunities are accurately communicated to these students. 
 
 

Expanded Outreach to Targeted Underserved High School Students and Parents 
 
V Community college financial aid and outreach personnel regularly participate in 

community college and financial aid training events at high schools throughout the 
state.  In 2007-08, community colleges held a special series of 23 mini community 
college and financial aid awareness fairs at local high schools throughout the state.  
This series, which was part of the ñI Can Afford Collegeò campaign, connected more 
than 43,000 students to 47 community colleges. 
 

V In targeting schools that would most benefit from the ñI Can Afford Collegeò 
campaign, the CCCs partner with the California Student Aid Commission, using their 
priority school list, which consists of high schools that offer a high percentage of free 
and reduced lunches and that also have a low rate of college attendance.  These 
lists are particularly helpful in identifying low-income and disadvantaged students. 
 

V FAFSA workshops are frequently customized for and presented to 
alternative/continuation high school students and parents.  Presentations emphasize 
that community colleges offer a wide array of certificate and career technical 
education/vocational programs in addition to the opportunity to obtain an associateôs 
degree or prepare for transfer to four-year colleges and universities.  
 

V Community colleges provide materials and one-on-one application assistance in 
languages other than English to reach limited English speaking populations. 
Reponses from CCCs show that these colleges provide financial aid guidance and 
assistance in 16 different languages.      
 



     

V Community colleges proactively host and coordinate community and campus 
workshops and events to promote the Cal Grant Entitlement March 2nd deadline.  
Working in collaboration with CSAC and the statewide financial aid community, 
CCCs are able to expand media coverage of California Cash for College events to 
increase awareness and participation for CCC students.  
 

V Many community college students do not make enrollment decisions until the late 
spring or summer (just weeks from the traditional fall start at most campuses). There 
is often a misperception among these late applicants that, since the Cal Grant 
March 2 deadline has passed, financial aid is not available to them.  The fact is, a 
large percentage of financial aid is available for most of the school year. Even 
Competitive Cal Grants are available to CCC students up until September 2. 
 
Financial aid staff from CCCs provide additional outreach training to reaffirm the 
message that it is ñnot too lateò for CCC students to apply for financial aid. This is 
accomplished through a special series of financial aid workshops in the spring and 
summer for high school and adult students.  Many of these workshops take place 
during April or May, when colleges and the ñI Can Afford Collegeò campaign 
coordinate activities as part of the Community College Financial Aid Awareness 
Month.  
 

 
Expanded Community Outreach to Young Adult & Adult Populations 
 
Community colleges continue to make significant progress in reaching harder-to-serve 
populations and identifying and focusing on underserved and underrepresented 
populations in their local communities to ensure that these populations are aware of and 
are encouraged to apply for financial aid.   

 
V Working in partnership with community- and faith-based organizations, some CCCs 

offer FAFSA application workshops for many local and regional community 
organizations. A full listing of these organizations can be found in the Section on the 
ñStatewide Media Campaign,ò under the heading, ñMedia and Public Relationsò on 
page 59. 
 

V Colleges continue to host information stations at shopping centers and community 
events, while offering pre-developed presentations and collateral materials to 
community groups and faith-based organizations for distribution to their constituents.  
 

V College outreach staff members identify and assist former foster youth to apply for 
the Chafee Grant, a federal program administered by CSAC, which awards up to 
$5,000 to former foster youth who have financial need.  Staff target not only foster 
youth but also staff of the statewide Independent Living Program and other agencies 
who interact with current and former foster youth.  When surveyed recently, 
community colleges reported serving nearly 7,000 former foster youth. 
 

V In support of foster youth outreach efforts, each college has identified a Foster 
Youth Success Initiative (FYSI) liaison to serve as a point of contact for issues of 
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unique concern to foster youth and to help them access financial aid and other 
comprehensive college support services.  

 
 

Integration of Students in Outreach and In-Reach Efforts 
 
Student associations and student government continue to play an important role in 
outreach and in-reach initiatives, including co-hosting events, actively assisting in 
creating campus/student awareness, and encouraging participation in student financial 
aid programs.  
 
Student workers play an even greater role in outreach and in-reach activities and offer 
many benefits to both the colleges and the students. 
 
V Employing student workers provides the colleges with:  

 
¶ Greater staffing flexibility to identify and serve the needs of current and 

prospective students. 

¶ Additional bilingual resources to assist students and prospective students 
and families with the application process.   

¶ A large network of part-time and intermittent financial aid staff who attend 
classes and are integrated academically and socially in various student 
circles.  This creates awareness and encourages participation beyond the 
work that the students are paid to perform.   

 
V Employing student workers provides the student with: 
 

¶ On-campus and community employment opportunities that can 
accommodate their academic schedules.  

 
¶ Exceptional work experience and work references when applying for 

future employment. 
 
¶ Critical income that assists them in supporting their academic endeavors.  

 
V Many colleges maintain Student ñAmbassadorò Programs to provide peer support 

and advice to fellow students.  These programs were initially implemented as a 
fast and effective strategy to launch services to meet the challenges and 
timelines associated with recruiting permanent professional staff.  They have 
been so effective for some colleges that they have been maintained and even 
expanded.   

V Student peer advisors offer prospective students a valuable student-based 
perspective on campus life and first hand, relevant experiences with campus 
student and academic support systems. 

Unfortunately, there has been a sharp decline in the number of students employed in 
financial aid offices since the start of the BFAP-SFAA capacity funding.   In the past two 
years there has been a 19 percent drop in the number of students.  It is estimated that 



     

the reduction in student staff will increase to more than 25 percent this year. This is due 
to the fact that there has been no COLA increase in the BFAP-SFAA funding since the 
initial capacity funding increase in 2002-03. As a result, schools have had to expend an 
increasingly larger portion of their BFAP-SFAA budgets on a dwindling number of staff  
(see Table C for specific figures). 

In the interest of maintaining high-quality, professional staff, colleges are more likely to 
cut temporary, inexperienced staff, such as students, rather than cutting experienced, 
permanent staff.  Unless there is an increase in BFAP-SFAA funding to keep pace with 
cost-of-living increases, the number of students and permanent staff is likely to continue 
dropping, making it more difficult for schools to maintain their outreach and in-reach 
efforts.  

 

Multi-Language Materials & Events 
 
Accurate and timely services and information in multiple languages is  a critical part of 
our campaign to reach hard-to-serve populations. The number of bilingual students and 
parents reached has increased steadily each year.  A record 2,700 multi-lingual events, 
serving more than 143,000 people, were held in 2007-08. This is a 50 percent increase 
over the number of multi-lingual events held in 2006-07.   
 
Strategies regarding multi-language materials and services include: 
 

V Translators and translation services to create in-language materials and 
publications and deliver presentations to limited English-speaking 
populations.  

 
V Bilingual staff and student workers for one-on-one and group activities and 

events targeted at limited-English-speaking populations. Staff and students 
consistently provide multilingual financial aid training and assistance in 16 
different languages, including Armenian, Arabic, Cambodian, Chinese, 
English, Farsi, Korean, Hmong, Punjabi, Russian, Spanish, Tagalog, Tongan, 
Ukrainian, Vietnamese, and American Sign Language (ASL).  

 
The Chancellorôs Office warehouses translated materials for reference and subsequent 
access by other colleges. The statewide campaign has developed the 
icanaffordcollege.com web site in both English and Spanish, and virtually all 
campaign materials are available in English and Spanish.   
 

April  2008 Declared as Financial Aid Literacy Month 
 
The fourth annual Community College Financial Aid 
Awareness Month took place in April 2008, marking yet another 
successful collaborative effort between the statewide ñI Can Afford 
Collegeò campaign and local campus financial aid offices. The 
start of the campaign was commemorated with a proclamation 
from Governor Schwarzenneger declaring April 2008 as ñFinancial 
Aid Literacy Month.ò  This was a shift from the prior year, in which 
the Governor declared May of 2006 as ñCommunity College 
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Financial Aid Awareness Month.ò 
 
Despite extensive public awareness campaigns sponsored by CSAC and California 
Cash for College, many high school students and adult re-entry students continue to 
miss the March 2nd Cal Grant deadline. This is largely due to the fact that community 
college students make their decision to enroll in college throughout the school year and 
are either unaware of the availability of various financial aid programs and application 
requirements, or are confused by the two Cal Grant deadlines for CCC applicants 
(March 2 and September 2). As a result, many of these students believe that they 
cannot apply for student financial aid beyond the initial March 2 deadline.   
 
In response to this misperception, the California Community Colleges Student Financial 
Aid Administrators Association (CCCSFAAA) proposed that the month of May be 
declared Community College Financial Aid Awareness Month. Beginning in 2005, May 
was declared Financial Aid Awareness Month and became an annual collaborative 
project of CCCSFAAA, the ñI Can Afford Collegeò statewide campaign and the 
Chancellorôs Office.  The Community College Financial Aid Awareness Month has 
shifted in some years from May to April.  
 
In support of this awareness effort, nearly all community colleges host free financial aid 
events and workshops throughout the month to help students identify and apply for the 
financial aid programs that are available year-round at community colleges.  These 
events are supported by a paid advertising campaign that drives interested parties to 
icanaffordcollege.com, where they can get up-to-date information on events taking 
place in their community. 
 

Development and Coordination of Mass Media Advertising 
 
Although most of the funding at the colleges is directed towards staffing, outreach, and 
in-reach activities (and related materials), a small portion of the funding can be used for 
strategic local marketing and advertising, such as:  
 
V Coordinated marketing plans continue to be refined by colleges to make the most 

effective use of local resources in disseminating information through the media and 
collateral materials, while coordinating with the statewide media campaign.  

 
V Some colleges continue to use billboards; bus, transit shelter, movie theater, and 

newspaper ads; and radio commercials to promote college and financial aid 
awareness.  Advertisements have been created and disseminated in languages 
other than English to reach local ethnic populations.  

 
V In addition to placing community newspaper and newsletter ads, many colleges 

place ads in their feeder high school newspapers to inform students of the 
availability of financial aid and encourage students to apply.  

 
V Advertisements are created with specific messages for specific groups.  

Messages are customized to reach high school students, re-entry students, 
immigrant populations, currently enrolled transfer students, foster youth, and 
others. 



     

 
V Colleges have been able to take advantage of customized ads produced by the ñI 

Can Afford Collegeò campaign for local use.    
 

College In-Reach and Service Improvements 
 
College in-reach remains an important aspect of CCC efforts to make continuing 
community college students aware of the financial aid programs and applications 
processes.  Many current students are eligible for financial aid but are either unaware of 
its availability or are intimidated by the application process. Consequently, financial aid 
offices continue to improve on and expand their on-campus awareness activities and 
services. 
 
Staff offers numerous on-campus financial aid services, particularly program information 
and application assistance.  The first goal is to make students aware of available 
programs and services. With the help of BFAP-SFAA capacity funds, colleges have sent 
out posters, announcements, and flyers; set up screens, banners, and kiosks; placed 
ads in college newspapers, handbooks, class schedules, and catalogues; offered open-
houses with booths dedicated to financial aid information and application materials; and 
have gone directly into the classrooms to make students aware of the financial 
programs and related services that are available to them.   
 
Members of the financial aid staff have developed a number of specific strategies to 
target low-income and disadvantaged student populations attending community 
colleges. Some of these strategies include:  
 
V Assigning free campus e-mail addresses for all students.  This allows students to 

send and receive direct communications from college programs and service 
providers.  Students often like to receive regular notices by postal mail, as well as 
email notices, but this is an expensive alternative that many colleges have had to 
forgo for lack of adequate budgets to sustain such mailings.   
 

V Setting up dedicated computer labs with trained staff to allow students to check 
messages, enroll in classes, access program information, and apply for financial 
aid on-line. Many lower income students do not have access to computers at 
home, and must rely on whatever resources campuses can provide.  This is 
again an alternative that allows students a simpler means of getting program 
information and applying for financial aid. 

 
V Disseminating flyers and email announcements, and posting announcements 

throughout the campus and at off-campus locations where students congregate, 
to inform readers of upcoming FAFSA workshops, financial aid opportunities, and 
deadlines.   

 
V Organizing and conducting hundreds of regularly scheduled and specially 

scheduled workshops to inform currently enrolled students of the financial aid 
opportunities available.   
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V Organizing and conducting specific workshops targeting  transfer students and 
addressing their particular needs and issues.  

V Publishing financial aid handbooks (some in multiple languages) to help students 
and parents better understand program benefits and requirements.  

 
V Maintaining telephone banks or other communications systems (such as autodial 

announcements) to communicate with students quickly and accurately regarding 
their application status, awards and disbursements.  

 

In-reach to Other College Programs 
 
Another effective method of improving financial aid participation for low-income and 
disadvantaged students is to work through other on-campus student services programs, 
such as EOPS, DSPS, CARE, AmeriCorps, CalWORKs, and Transfer Centers.  Many 
colleges continue to build collaborative relationships with those programs that allow 
ready access to targeted low-income and disadvantaged students. 
 
For students who may not participate in any of these programs, some colleges are now 
working directly with faculty to arrange brief presentations within their classes to provide 
informational materials and contact information.  Many of these students are simply 
uncomfortable with the idea of looking into or asking for assistance, but when given an 
opportunity to hear directly from staff and receive first-hand encouragement, will often 
take the next step and visit the financial aid office.     
 
A study by the Institute for College Access and Success, titled, ñGreen Lights and Red 
Tape,ò offers some good suggestions on getting the message out to students on 
applying for financial aid.  Among their recommendations is that colleges reevaluate 
their policies and procedures, some of which create unnecessary barriers for students. 
The study strongly encourages collaborative efforts throughout each college as a 
means of maximizing the chances for students to hear about and be encouraged to 
apply for financial aid.   
 
Another recommendation of this study is that the California Legislature increase 
financial aid administrative funding levels to ñprovide incentives for colleges to increase 
spending on financial aid administration from their general funds.ò  
 
The general message in the ñGreen Lights and Red Tapeò study is that colleges should 
develop more ñgreen lights,ò such as multi language and multicultural materials, put 
experienced staff on the front lines to answer student questions, and offer permanently 
staffed computer labs with extended hours so that more students can get the message 
and the assistance that is needed to apply for and receive financial aid.   
 
With the help of their BFAP-SFAA capacity funds, community colleges have taken the 
ñGreen Lights and Red Tapeò suggestions to heart and have adopted and implemented 
the recommended policies and practices that are now part of their successful in-reach 
efforts.   
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Implementation Challenges in 2009-10 
 

Concentration of Spending Strategies on Staffing and Related Costs 
 
As a result of the high percentage of the BFAP-SFAA funding being dedicated to staff in 
the form of wages, salaries and benefits, many colleges are reporting that the ñbuying 
powerò of the funding is eroding as a result of collective bargaining negotiations, 
escalating health and retirement benefit costs, salary step increases and employee 
promotional opportunities. Colleges report an increasing need for COLA and Growth 
adjustments to preserve service improvements and participation increases realized as a 
result of this funding.  
 
Effect of Unfunded COLA/Growth for Student Financial Aid Administration 
Capacity and Participation Funding  
 
One of the primary directives of the BFAP capacity and participation funding is that 
colleges be encouraged to spend this money to increase staff to serve financial aid 
program applicants and recipients. As shown earlier in this report, colleges now spend 
more than 92 percent of their BFAP-SFAA funds on staff and staff-related expenses. 
However, as a result of local collective bargaining agreements for classified staff, step 
salary raises and other negotiated benefits, the value added by the financial aid 
capacity funding will continue to erode.  The table below demonstrates just how severe 
this erosion has been. 
 
Table D provides an analysis of the BFAP-SFAA funding (beginning in 2002-03) and 
calculates the dollars that have been lost to colleges due to unfunded COLA and 
Growth for each subsequent year.  Of particular note is the constriction of resources by 
over 30 percent as of the current year (2008-09).  That figure is projected to grow to 
over 34 percent by 2009-10. 
  

 
Table D  

Annual and Aggregate Funding for Student Financial Aid Administration 
 with Display of Unfunded COLA and Growth 

 

Year SFAA Base SFAA CAP  Total SFAA 
Actual 

COLA

Actual 

Growth

Value of SFAA 

w/ COLA and 

Growth

Lost COLA 

and Growth 

Annual - 

Aggregate 

%

2002-03 8,100,000$      -$                  8,100,000$        2.00% 3.00% 8,100,000$       -$                0%

2003-04 8,447,000$      34,200,000$     42,647,000$      0.00% 1.50% 42,647,000$     -$                0%

2004-05 10,338,000$    34,200,000$     44,538,000$      2.41% 3.70% 45,252,732$     714,732$         1.60%

2005-06 9,291,000$      34,200,000$     43,491,000$      4.23% 3.00% 48,524,504$     5,033,504$      11.57%

2006-07 9,923,000$      34,200,000$     44,123,000$      5.92% 2.00% 52,367,645$     8,244,645$      18.69%

2007-08 10,170,000$    34,200,000$     44,370,000$      4.53% 3.00% 56,310,929$     11,940,929$    26.91%

2008-09 9,864,000$      34,200,000$     44,064,000$      0.00% 2.00% 57,437,147$     13,373,147$    30.35%

2009-10 9,864,000$      34,200,000$     44,064,000$      0.00% 3.00% 59,160,262$     15,096,262$    34.26%

Total 67,897,000$    239,400,000$   307,297,000$    361,700,218$   54,403,218$    17.70%  
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While the performance measures used to evaluate the effectiveness of the BFAP-SFAA 
funds continue to show favorable outcomes, dramatic enrollment increases and demand 
for services coupled with reduced staff and capacity will likely effect program 
participation. Funding of COLA and Growth for this categorical funding is critical to 
providing an infusion of additional services that CCC students and prospective students 
will need.  
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Student Financial Aid Performance Indicators 

How Did We Do? 
 
 

Established Benchmark Performance Indicators 
 
To implement the funding in accordance with the Budget Act, the Chancellorôs Office 
identified several primary performance indicators to monitor and measure for the 
purpose of reporting on system and college performance resulting from the BFAP-SFAA 
capacity and participation funding. These performance indicators, selected for 
evaluating the statewide results of this funding, include: 
 
 

Pell Grants 
 
V The number of annual unduplicated headcount credit enrollment receiving a 

Federal Pell Grant. 
 

V The percent of annual unduplicated headcount credit enrollment receiving a 
Federal Pell Grant. 
 

V The dollar value of annual award payments in the Federal Pell Grant program. 
 
The Federal Pell Grant program provides the largest amount of student aid dollars in the 
California Community Colleges.  Students may receive this assistance for attendance in 
any number of units, including less-than-half-time enrollment, although those benefits 
are quite limited.  To qualify for Pell Grant assistance, students must be enrolled in an 
eligible program leading to a degree, certificate, or transfer. 
 

Board of Governors (BOG) Fee Waivers 
 
V The number of unduplicated headcount credit enrollment receiving a BOG Fee 

Waiver. 
 

V The percent of unduplicated headcount credit enrollment receiving a BOG Fee 
Waiver. 
 

V The dollar value of annual award payments in the BOG Fee Waiver program. 
 

The BOG Fee Waiver Program is the state-funded program designed to ensure access 
by waiving the enrollment fee for students who have financial need. 

 
In addition to establishing the statewide benchmark performance indicators, the 
Chancellorôs Office encouraged colleges to establish local performance goals and 
objectives in support of the statewide performance measures.  The Chancellorôs Office 
expects colleges to direct the funding resources to specific local populations that are in 
need of enhanced services and greater financial aid participation.  
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Statewide College Management Information System Data 
 
Districts and colleges are required to report financial aid information and other related 
enrollment data to the Chancellorôs Office through their periodic and annual 
Management Information Systems (MIS) data submissions.  Following the late fall 
financial aid submission deadline, the Chancellorôs Office accepts and receives 
reconciled data from districts and colleges.  Most of the data contained in this legislative 
report is generated from the Chancellorôs Office MIS data system.  These data 
elements, which include both enrollment and financial aid data elements, were 
generated in two phases.  The first set of data was generated in June 2008 to reflect 
data from the 2006-07 academic year. The second set of data was generated in 
February of 2009 to reflect data from the 2007-08 academic year. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



     

CCC Performance Relative to Benchmarks 
 
Tables E and F demonstrate the system-wide CCC performance, based on established 
performance indicators.   
 
Table E displays credit enrollment headcount; the number and dollar value of BOG Fee 
Waivers; the number and dollar value of Pell Grants; and the combined dollar value of 
these awards for 2002-03 through 2007-08 (the first five years of the capacity and 
participation funding).  These figures demonstrate that financial aid offices have been 
very successful in identifying and serving more students through increased participation 
in Student Financial Assistance Programs.   
 
Between 2002-03 and 2007-08: 

 

¶ The number of BOG Fee Waivers has increased by 164,682 participants 
(27.6 percent). 

¶ The number of Federal Pell Grant recipients has increased by 30,173 
participants (12.6 percent). 
 

¶ The BOG Fee Waiver Program award total has increased by over $122 
million (119.3 percent).  This is a result of both the increase in the number of 
fee waivers and the per unit enrollment fees.  

¶ The Federal Pell Grant Program award total has increased by over $134 
million (25.2 percent). 

¶ Funding to all students in all financial aid programs has increased by over 
$348 million (38.9 percent).  

 
 

Table E   
Financial Aid Participation in Board of Governors (BOG) Fee Waiver and Pell Grant 

Programs 
2002-03 through 2007-08 

 

Year

Credit 

Enrollment

Number of 

BOG Fee 

Waivers

Dollar Value of 

BOG Fee 

Waivers

Number 

of Pell 

Grants

Dollar Value of 

Pell Grants

Dollar Value of All 

Aid Programs

2002-03 2,690,594 597,286 $102,726,455 239,925 $533,720,693 $895,275,669 

2003-04 2,453,486 639,105 $168,185,622 246,093 $566,248,344 $1,018,060,333 

2004-05 2,439,443 699,015 $266,390,548 259,958 $605,956,126 $1,170,057,941 

2005-06 2,471,501 716,796 $273,785,746 254,603 $589,892,151 $1,170,094,754 

2006-07 2,529,893 715,516 $249,021,634 247,143 $573,914,323 $1,132,521,342 

2007-08 2,687,314 761,968 $225,305,123 270,098 $668,170,200 $1,242,937,640 

5 year +/- -3,280 164,682 $122,578,668 30,173 $134,449,507 $347,661,971

5 year % +/- -0.12% 27.57% 119.33% 12.58% 25.19% 38.83%
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Table F displays credit enrollment headcounts, the number of BOG Fee Waivers, the 
percent of credit enrollment served by BOG Fee Waivers, the number of Pell Grants, 
and the percent of credit enrollment served by Pell Grants. The figures in this table 
demonstrate that financial aid offices were successful in identifying and serving an 
increased percentage of credit enrollments through participation in student financial aid 
programs. 
 
Between 2002-03 and 2007-08: 

 

¶ The percent of credit-enrolled students served by the BOG Fee Waiver 
Program increased from 22.2 percent to 28.4 percent (a net increase of 6.2 
percent).  

 

¶ The percent of credit-enrolled students served by the Federal Pell Grant 
Program increased from 8.9 percent to 10.1 percent (a net increase of 1.1 
percent).  

 
 
 

Table F  
BOG Fee Waivers and Pell Grants as Percent of Credit Enrollment 

2002-03 through 2005-06 

 

Year

Credit 

Enrollment 

headcount

Number of BOG 

Fee Waivers

Number of 

Pell Grants

Credit 

Enrollment 

(+/-) %

BOG Fee 

Waivers as 

Percent of 

Credit 

Enrollment

Pell Grants 

as Percent of 

Credit 

Enrollment

2002-03 2,690,594 597,286 239,925

Not 

applicable 22.2% 8.9%

2003-04 2,453,486 639,105 246,093 -8.8% 26.0% 10.0%

2004-05 2,439,443 699,015 259,958 -0.6% 28.7% 10.7%

2005-06 2,471,501 716,796 254,603 1.3% 29.0% 10.3%

2006-07 2,529,893 715,516 247,143 2.4% 28.3% 9.8%

2007-08 2,687,314 761,968 270,098 6.2% 28.4% 10.1%

5 year +/- -3,280 164,682 30,173 -0.1% 6.2% 1.1%  
 
See Exhibits 5 and 6, respectively, for BOG Fee Waiver performance and Pell Grant 
performance by community college. 
 
 

 

 
 

 
 

 
 

 



     

Leveraging State Funding to Maximize Federal Pell Grant Awards 
 
One compelling reason for the original BFAP-SFAA capacity funding was a desire to 
leverage state resources to maximize the eligibility of California students for federal 
student financial aid.  The most significant challenge to accomplishing this had been a 
federal requirement that Pell Grant program awards be sensitive to the amount of tuition 
charged.  Pell ñTuition Sensitivityò required colleges to reduce or eliminate Pell Grant 
awards to many of our lowest income and disadvantaged students, due primarily to 
Californiaôs relatively low enrollment fee structure.  
 
The 2003-04 enrollment fee increase from $11 per unit to $18 per unit, and the 
subsequent 2004-05 increase to $26 per unit, meant that very few CCC students were 
still subject to a tuition sensitivity reduction in their Pell Grants.  However, with the 
reduction of fees to $20 per unit in 2006-07 came the return of the Pell tuition sensitivity 
reductions.   
 
The Chancellorôs Office is pleased to report that our efforts to eliminate the Pell tuition 
sensitivity requirement have finally succeeded. With the passage of the College Cost 
Reduction and Access Act of 2007, CCC students will no longer be denied maximum 
Pell grant benefits due to tuition sensitivity. This is particularly good news, since it not 
only puts CCC students on an equal footing with other students across the nation but 
also removes any incentive for the state to consider arbitrarily raising CCC fees for all 
students simply to achieve maximum grant funding for the lowest income and most 
disadvantaged CCC students.   
  
The State Budget Act language regarding Student Financial Aid Administration program 
capacity and participation funding requires the Chancellorôs Office to report ñthe extent 
to which districts are successful in increasing the number of students accessing 
financial aid, particularly the maximum Pell Grant award.ò   
 
The above figures represent a 12.5 percent net increase in Pell recipients (30,173) and 
a 25.2 percent increase in Pell funding (over $134 million).  
 
V 2002-03 Pell disbursements totaled more than $533.7 million to nearly 240,000 

students.   
 
V 2003-04 Pell disbursements totaled more than $566.2 million to 246,000 

students, a 2.6 percent increase in recipients during a period of overall 
enrollment decline; this represents a 6.1 percent increase in funds disbursed to 
students.   

 
V 2004-05 Pell disbursements totaled nearly $606 million to nearly 260,000 

students. 
 
V 2005-06 Pell disbursements totaled nearly $590 million to 254,600 students.   

 
V 2006-07 Pell disbursements totaled nearly $574 million to over 247,000 students. 

 
V 2007-08 Pell disbursements totaled nearly $668 million to over 270,000 students. 



- 26 - 

As shown, community colleges experienced a decline in the number of Pell Grant 
recipients in 2005-06 and 2006-07. This decline was due, in part, to a change in the 
federal need analysis formula that took effect following December 2004. 

 
Effects of Federal Need Analysis Changes on Pell Grant Awards 
 
Despite significant progress in Pell Grant Program participation during the past five 
years (an increase of over 30,000 recipients and over $134 million dollars), community 
college financial aid programs remain subject to significant program and policy changes 
that can and do affect Pell Grant participation figures in certain academic years.  
  
In 2005-06, the Chancellorôs Office saw the CCC Pell Grant recipient total fall below that 
of the prior year (from from 259,958 awards to 254,603 awards and from $606 million to 
$574 million). This was largely a result of a federal formula change in determining a 
studentôs ñexpected family contribution.ò The U.S. Department of Education need 
analysis formula calculates the amount a studentôs family is expected to contribute 
towards college costs. In general, the greater the familyôs resources, the greater the 
amount the family is expected to contribute towards the studentôs education.   
 
The formula excludes from the available income calculation an estimated amount of 
state and local income taxes paid.  The federal Department of Education is required to 
update the estimated percentages for each state annually to reflect changes in state 
and local income taxes.  However, the rates had not been updated since 1988.  Then, in 
late 2004, and effective for the 2005-06 award year, the Department updated the tax 
tables using state and local tax rate data from the year 2000.  In so doing, the 
Department reduced the estimated amount of income used for California state and local 
income taxes from 7 percent to 5 percent, suggesting that Californiansô tax burden had 
declined since the formula was last updated.  The net effect of this change was an 
increase in the amount that California students and families were expected to contribute 
towards college costs.  The Chancellorôs Office estimated that between 5,000 and 7,000 
students lost eligibility for a Pell Grant entirely and that the adjustments affected more 
than 77,000 CCC Pell Grant recipients at a cost more than $14 million dollars to the 
individual families affected.    
 
 

 

 

 

 

 

 

 

 

 

 

 
 
 



     

Table G shows the five-year trend of Pell Grant recipients since the initiation of financial 
aid administrative capacity funding in 2003-04. It shows a steady growth in the first two 
years of funding (2003-04 and 2004-05) and a decline in the third and fourth year of 
funding (2005-06 and 2006-07), corresponding to the Departmentôs decision on the tax 
table changes and the CCC fee reduction (tuition sensitivity).  
 
The Department now updates its state and local income tax calculations annually and is 
no longer imposing its tuition sensitivity requirements. These factors, and the recent rise 
in enrollments, explain the subsequent increase in Pell award numbers and dollars for 
2007-08. 

 
 

Table G 
Five-Year Comparison of Pell Grant Recipients and Dollars  

 

2002-03 239,925 533,720,693

2003-04 246,093 566,248,344 6,168 32,527,651.00$         

2004-05 259,958 605,956,126 13,865 39,707,782.00$         

2005-06 254,603 589,892,151 -5,355 (16,063,975.00)$        

2006-07 247,143 573,914,323 -7,460 (15,977,828.00)$        

2007-08 270,098 668,170,120 22,955 94,255,797.00$         

Program Awards Dollars

Year-to-Year Growth 

in Dollars

Year-to-Year Growth 

in Numbers 

 
 

 

Pell Grant and BOG Fee Waivers as a 
Percent of Full-Time Credit-Enrolled Students 
 
To maximize progress toward a degree and receive the maximum Pell Grant, students 
must be enrolled full-time. Table H reflects full-time enrollment and financial aid 
participation for full-time students for the BOG Fee Waiver and Pell Grant programs.  
 
V Between 2002-03 and 2007-08, full-time enrollment declined during the first year 

of the program (in 2003-04) but gradually increased each year thereafter: 

¶ Overall, BOG Fee Waiver recipients attending full-time have increased by 
nearly 17,000. As with Pell Grants, there was substantial growth in the first 
two years of BFAP-SFAA funding (2003-04 and 2004-05) and a decline in the 
third and fourth year of funding (2005-06 and 2006-07) that corresponds to 
the lower tuition costs and related tuition sensitivity requirements, as well as 
the federal decision to implement tax table changes that adversely impacted 
California students. The subsequent 6.2 percent rise in enrollments in 2007-
08 and the continued success of the in-reach and outreach efforts account for 
the increase in both BOG awards and BOG dollars for 2007-08. 

¶ Overall, Pell Grant recipients attending full-time increased by nearly 1,500. 
The growth and reduction patterns of these awards were similar to those of 
BOG Fee Waivers: during the first two years of BFAP-SFAA funding (2003-
04 and 2004-05), there was substantial growth in Pell grant recipients; during 
the two years following there was a decline in full-time Pell grant recipients.  
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As explained above, and in the section labeled ñEffects of Federal Need 
Analysis Formula Change on Pell Grant Awards,ò the decline resulted from 
the lower tuition costs and related tuition sensitivity requirements, as well as 
the federal decision to implement tax table changes that adversely impacted 
California students.  A 6.5 percent rise in the maximum Pell grant award 
(from $4,050 to $4,310) and a 6.2 percent rise enrollments (from 2,529,893 to 
2,687,314 students) in 2007-08 account for the increase in both Pell awards 
and Pell dollars for 2007-08.  

 
V Between 2002-03 and  2007-08, the percentage of full-time enrolled students 

show: 

¶ A 3.6 percent overall increase in BOG Fee Waiver recipients, from 46.5 
percent in 2002-03 to 50.1 percent on 2007-08. 

¶ A slight decrease in the overall percentage of full-time Pell Grant recipients, 
from 31.6 percent in 2002-03 to 31.2 percent in 2007-08.   

 
While the percentage of full-time Pell recipients has grown only slightly over the past 
five years, it is important to note that there are more than 30,000 additional Pell grant 
recipients and more than $130 million in additional Pell grant funds going to CCC 
students in 2007-08 than there were in 2002-03.   

 
 

Table H  
BOG Fee Waivers and Pell Grants as a Percent of Full Time Credit Enrollment 

2002-03 through 2007-08 
 
 

2002-03 343,711 159,964 46.5% 108,521 31.6%

2003-04 338,364 164,803 48.7% 109,353 32.3%

2004-05 345,684 178,263 51.6% 114,466 33.1%

2005-06 348,803 180,477 51.7% 113,514 32.5%

2006-07 352,575 176,796 50.1% 109,951 31.2%

2007-08 353,007 176,929 50.1% 110,017 31.2%

% of Full-Time 

BOG Fee Waiver 

Recipients

% of Full-

Time Pell 

Grant 

RecipientsYear

Total Full-

Time 

Students

Number of Full-

Time BOG Fee 

Waiver 

Recipients

Number of 

Full-Time Pell 

Grant 

Recipients

 
 
 
 
 
 
 
 
 
 



     

Unduplicated Student Financial Aid Program Participation 
 
The resources provided in the Student Financial Aid Administration program capacity 
and participation funding and the ñI Can Afford Collegeò statewide media campaign 
have been focused on mitigating the anticipated negative effects on community college 
students and prospective students from the CCC enrollment fee increases that began in 
2003-04.  In particular, CCCs have focused their efforts on the low income and 
disadvantaged populations, those from limited- or non-English speaking families or 
communities, high school seniors, and recent high school graduates.  Although the Pell 
Grant and BOG Fee Waiver programs are identified as primary performance measures 
for the BFAP-SFAA increased capacity and participation funding, another significant 
measure that will further demonstrate the effectiveness of the funding is the 
unduplicated statewide count of all student financial aid program recipients.   
 
Table I.1 reflects the number of unduplicated students served by all financial aid 
programs for each year from 2002-03 through 2007-08. 
 
V For the period 2002-03 through 2007-08, unduplicated financial aid recipients 

grew from 610,112 to 781,819ðan increase of 171, 707 recipients (28 percent). 
 

¶ From 2002-03 to 2003-04 unduplicated recipients increased by 42,529               
(7.0 percent). 

¶ From 2003-04 to 2004-05 unduplicated recipients increased by 61,363               
(9.4 percent). 

¶ From 2004-05 to 2005-06 unduplicated recipients increased by 18,358 (2.6 
percent). 

¶ From 2005-06 to 2006-07 unduplicated recipients decreased by 41 (0 
percent). 

¶ From 2006-07 to 2007-08 unduplicated recipients increased by 49,498 (6.8 
percent), the largest increase since the Chancellorôs Office first began 
tracking these figures in 2002-03.  

 
 

Table I.1  
Unduplicated Count of Financial Aid Recipients 

2002-03 through 2007-08 
 

Unduplicated Financial 

Aid Recipients

Change in Number of 

Recipients Percent Change

2002-03 610,112 n/a n/a

2003-04 652,641 42,529 7.0%

2004-05 714,004 61,363 9.4%

2005-06 732,362 18,358 2.6%

2006-07 732,321 -41 0.0%

2007-08 781,819 49,498 6.8%

Cumulative Change 171,707 28.1%  
 



- 30 - 

Table I.2 reflects the number of unduplicated students, by selected age groups, served 
by all financial aid programs for each year from 2002-03 through 2007-08. 
 
V During the five-year period from 2002-03 through 2007-08, the number and 

proportion of unduplicated 18-29 year-old recipients have grown at greater rates 
than those for 30-plus year-old recipients: 

 
¶ Overall, 18-29 year-old recipients increased by 138,669, or 32.0 percent. 
¶ Overall, 30-plus year-old recipients increased by 34,232, or 20.2 percent.   

 
 

Table I.2 
Unduplicated Count of Financial Aid Recipients by Age  

2002-03 through 2007-08 

 

18 through 29 30 and Over

2002-03 432,954 169,740

2003-04 467,807 178,284

Year 1 Change 34,853 8,544

% Change 8.1% 5.0%

2004-05 516,512 190,117

Year 2 Change 48,705 11,833

% Change 10.4% 6.6%

2005-06 532,124 192,347

Year 3 Change 15,612 2,230

% Change 3.0% 1.2%

2006-07 534,317 192,280

Year 4 Change 2,193 -67

% Change 0.4% 0.0%

2007-08 571,623 203,972

Year 5 Change 37,306 11,692

% Change 7.0% 6.1%

Cumulative Change 138,669 34,232

Cumulative % Change 32.0% 20.2%  
 
 
 
 
 
 
 
 
 
 
 
 
 



     

Table I.3 reflects the number of unduplicated financial aid recipients by ethnicity, from 
2002-03 through 2007-08. 
 
V For the period from 2002-03 through 2007-08, unduplicated recipients in all 

ethnic categories have increased, including: 
 

¶ Hispanic recipientsðby 31.4   percent. 
¶ African-American recipientsðby 28.9 percent. 
¶ Asian, Filipino and Pacific Islander recipientsðby 24.6 percent. 
¶ White recipientsðby 18.3 percent. 
¶ During the past five years, the proportion of unduplicated Hispanic, African 

American, and Asian recipients has increased at a greater rate than that of 
White recipients.    

 
 

Table I.3 
Unduplicated Count of Financial Aid Recipients by Ethnicity  

2002-03 through 2007-08 

 

Hispanic

African 

American

Asian, Filipino, 

Pacific Islanders White

2002-03 209,936 90,430 98,374 163,641

2003-04 225,306 97,793 107,027 169,831

Year 1 Change 15,370 7,363 8,653 6,190

Percent Change 7.3% 8.1% 8.8% 3.8%

2004-05 248,683 105,669 114,493 183,858

Year 2 Change 23,377 7,876 7,466 14,027

Percent Change 10.4% 8.1% 7.0% 8.3%

2005-06 257,195 108,156 117,161 186,113

Year 3 Change 8,512 2,487 2,668 2,255

Percent Change 3.4% 2.4% 2.3% 1.2%

2006-07 257,574 106,069 118,399 185,374

Year 4 Change 379 -2,087 1,238 -739

Percent Change 0.1% -1.9% 1.1% -0.4%

2007-08 275,772 116,571 122,527 193,605

Year 5 Change 18,198 10,502 4,128 8,231

Percent Change 7.1% 9.9% 3.5% 4.4%

Cumulative Change 65,836 26,141 24,153 29,964

Cumulative Percent Change 31.4% 28.9% 24.6% 18.3%  
 
See Exhibits 4.1, 4.2, and 4.3 for a count by community college of unduplicated 
financial aid recipients, as well as system-wide, unduplicated recipient age and ethnicity 
counts for 2002-03 through 2007-08.  
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College Performance Relative to 2002-03 Benchmarks  
 
College level performance is summarized using credit enrollment and financial aid 
participation rates for 2002-03 through 2007-08.  
 
Of the 108 colleges in the CCC system at the time of the initial funding for financial aid 
capacity, 100 (92.6 percent) reported declining credit enrollment from 2002-03 through 
2005-06.  The enrollment figures have since begun to increase again; however, they 
have not yet reached the level they were at before the enrollment fee increases of 2003-
04 and 2004-05. Despite this credit enrollment drop, the rate of participation in financial 
aid programs increased substantially at most colleges: 
 

¶ 83 colleges (75%) reported growth in the number of Pell Grant awards from 
2002-03 through 2007-08. 

 

¶ 83 colleges (75%) reported growth in the percentage of credit enrollment served 
with Pell Grant awards from 2002-03 through 2007-08. 

 

¶ 104 colleges (95%) reported growth in the number of BOG Fee Waiver recipients 
from 2002-03 through 2007-08. 

 

¶ 107 colleges (97%) reported growth in the percentage of credit enrollment served 
with BOG Fee Waivers from 2002-03 through 2007-08. 

 
 

System Performance through In-Reach and Outreach Activities  
(2002-03 through 2007-08) 
 
To assess the number of students reached annually through the community collegesô 
activities directed towards current and prospective students, the Chancellorôs Office 
defined in-reach and outreach activities and the populations served as follows:  
 

In-reach:  The Chancellorôs  Office created a reporting category called ñin-reachò to 
measure the performance of the community collegesô efforts to target financial aid 
information to students on campus who were not being served by the financial aid 
programs. To measure the success of each yearôs in-reach activities, the 
Chancellorôs Office identified all students who were enrolled in a community college 
during a prior enrollment period, but had not received financial aid for a prior 
enrollment period and received financial aid as a new recipient in the applicable 
year.   
 
Outreach:  The Chancellorôs Office created a reporting category called ñoutreachò to 
measure the performance of the community collegesô efforts to target financial aid 
information to potential and prospective students in the high schools and their 
communities. To measure the success of each yearôs outreach activities, the 
Chancellorôs Office identified all new students who had not enrolled in the immediate 
prior year but enrolled and received aid as new recipients in the applicable year.   

 



     

Table J reflects the number of new financial aid recipients who met the definition of in-
reach for each of the past five yearsð2002-03 through 2007-08.  
 
V System-wide, community colleges identified and served 409,994 existing 

students  (in-reach students) as new financial aid recipients, totaling: 
Á 89,739 in 2003-04,  
Á 97,026 in 2004-05,  
Á 74,862 in 2005-06,  
Á 69,696 in 2006-07,  
Á 78,671 in 2007-08. 

 
V System-wide, community colleges identified and served 1,529,830 new students 

(outreach students) as new financial aid recipients totaling: 
Á 270,509 in 2003-04,  
Á 301,755 in 2004-05,  
Á 307,682 in 2005-06,  
Á 309,676 in 2006-07,  
Á 340,208 in 2007-08. 
 

The figures in Table J show a reduction in the percentage of new financial aid recipients 
resulting from college in-reach activities and a very large increase in the percentage of 
new financial aid recipients resulting from outreach activities.  Lower in-reach figures 
are an inevitable outcome of the success of the prior yearsô in-reach and outreach 
efforts.  In other words, as more new students are successfully brought into financial aid 
programs, there are less and less students in the pool of potential in-reach candidates.  
 
Overall, the number of student financial aid recipients resulting from the in-reach and 
outreach efforts has increased by 65,780 or 18.6 percent. 
 

Table J 
New Student Financial Aid Recipients Resulting from In-Reach and Outreach 

2002-03 through 2007-08 

 

2002-03 2003-04

Year 1 

Change 2004-05

Year 2 

Change 2005-06

Year 3 

Change 2006-07

Year 4 

Change 2007-08

Year 5 

Change

Change 

from Base 

Year

Base 

Year 

Percent 

Change

In-Reach 86,429 89,739 3,310 97,026 7,287 74,862 -22,164 69,696 -5,166 78,671 8,975 -7,758 -9.0%

Outreach 266,670 270,509 3,839 301,755 31,246 307,682 5,927 309,676 1,994 340,208 30,532 73,538 27.6%

Total 353,099 360,248 7,149 398,781 38,533 382,544 -16,237 379,372 -3,172 418,879 39,507 65,780 18.6%  
 
Demographic Indicators of New Recipients from In-Reach and Outreach Activities 
 
System-wide, all of the resources provided in the increased Student Financial Aid 
Administration program capacity and participation funding, as well as the ñI Can Afford 
Collegeò statewide media campaign, have been focused on alleviating the negative 
effects of the fee increases on current and prospective students; especially the low-
income and disadvantaged populations, those from limited- or non-English speaking 
families or communities, high school seniors, and recent high school graduates. 
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In-Reach and Outreach Activities 
 
The tables that follow show the gender, age, and ethnic distribution of new financial aid 
recipients reached through college in-reach and outreach efforts.  The data demonstrate 
that the stateôs investment in funding financial aid administration and the statewide ñI 
Can Afford Collegeò campaign have enabled the CCC system to make gains across all 
populations. 
 
Gender, Age and EthnicityðIn-Reach Activities 
 
Tables K through M display new financial aid recipients served by in-reach activities by 
gender, age and ethnicity.  The steps to this success began with: first, identifying and 
serving the non-financial aid applicants on campus; and second, informing more 
students through outreach and assisting them with the application process prior to their 
arrival on campus.  
 
Table K reflects the gender distribution for new financial aid participants from 2004-05 
through 2007-08 and compares it to 2002-03 (the year prior to the capacity funding 
increase). 
 
V Colleges have consistently served approximately 60 percent female students and 

40 percent male students for each of the past five years. This ratio differs 
somewhat with that of the general enrollment population, where the percentage 
of female students has remained at approximately 55 percent for the past five 
years.  The most likely reason for this difference is the fact that female students, 
who account for the vast majority of higher need, single-parent families, qualify 
for more financial aid.   

 
Table K 

Gender Distribution of New Financial Aid RecipientsðIn-Reach 
 

Gender Number

% of 

Total Number

% of 

Total Number

% of 

Total Number

% of 

Total Number

% of 

Total Number

% of 

total Number

% 

Change

Female 52,248 60.5% 53,064 59.1% 57,515 59.3% 43,889 58.6% 40,740 58.5% 47,284 60.1% -4,964 -9.50%

Male 33,813 39.1% 36,241 40.4% 39,093 40.3% 30,647 41.0% 28,579 41.0% 31,006 39.4% -2,807 -8.30%

Unknown 368 0.4% 434 0.5% 418 0.4% 326 0.4% 377 0.5% 381 0.5% 13 3.53%

Total 86,429 100.0% 89,739 100.0% 97,026 100.0% 74,862 100.0% 69,696 100.0% 78,671 100.0% -7,758 -8.98%

2002-03
1

2003-04
1

2004-05
1

2005-06
1

Change from Base year2006-07
1

2007-08
1

 
1
Reflects the gender distribution for students who were enrolled in a CCC during a prior period and had not received 

financial aid during a prior period but received financial aid as a new recipient for the applicable year. 

 
 
 
 
 
 
 
 
 
 
 
 



     

Table L reflects the age distribution for new financial aid participants for 2003-04 
through 2007-08 and compares it to 2002-03 (the year prior to the initial capacity 
funding increase). 
 
V For students between the ages of 18 and 29, the percentage of new financial aid 

recipients due to in-reach activities has increased from 77.1 percent in 2002-03 to 
77.6 percent in 2007-08 for students.   

 
V The largest percentage of new recipients due to in-reach activities are students in 

the 20-24 category. They represent over 42 percent of all new in-reach recipients. 
The largest percentage change due to in-reach activities are students in the 24-29 
category. In 2003-04 they represented roughly 15 percent of new in-reach recipients.  
However, they now represent over 20 percent of new in-reach recipients. This 
outcome is not only consistent with the depressed economy, which is driving many 
unemployed and under-skilled workers back to college, but is also consistent with 
our efforts to target reentering students, as well as recent high school graduates.   

 
 

Table L 
Age Distribution of New Financial Aid RecipientsðIn-Reach 

 
 

Age Number

% of 

Total Number

% of 

Total Number

% of 

Total Number

% of 

Total Number

% of 

Total Number

% of 

Total Number

% 

Change

17 & Under 1,222 1.4% 1,169 1.3% 1,129 1.2% 1,256 1.7% 889 1.3% 486 0.6% -736 -60.2%

18-19 19,368 22.4% 20,494 22.8% 21,512 22.2% 17,597 23.5% 17,174 24.6% 11,863 15.1% -7,505 -38.7%

20-24 34,196 39.6% 35,651 39.7% 39,619 40.8% 28,748 38.4% 27,268 39.1% 33,162 42.2% -1,034 -3.0%

25-29 13,017 15.1% 13,564 15.1% 14,995 15.5% 11,945 16.0% 11,173 16.0% 16,048 20.4% 3,031 23.3%

30-34 6,582 7.6% 6,638 7.4% 6,749 7.0% 5,092 6.8% 4,406 6.3% 5,930 7.5% -652 -9.9%

35-39 4,307 5.0% 4,194 4.7% 4,400 4.5% 3,516 4.7% 2,925 4.2% 3,789 4.8% -518 -12.0%

40-49 5,395 6.2% 5,578 6.2% 5,887 6.1% 4,530 6.1% 3,871 5.6% 4,893 6.2% -502 -9.3%

50 & Over 2,259 2.6% 2,381 2.7% 2,694 2.8% 2,156 2.9% 1,985 2.8% 2,491 3.2% 232 10.3%

Unknown 83 0.1% 70 0.1% 41 0.0% 22 0.0% 5 0.0% 9 0.0% -74 -89.2%

Total 86,429 100.0% 89,739 100.0% 97,026 100.0% 74,862 100.0% 69,696 100.0% 78,671 100.0% -7,758 -9.0%

2002-031 2003-041 2004-051 2005-061

Change from 

Base Year2006-071 2007-081

 
1
Reflects the age distribution for students who were enrolled in a CCC during a prior period and had not received financial 

aid during a prior period but received financial aid as a new recipient for the applicable year. 
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Table M reflects the ethnic distribution for new financial aid participants for 2003-04 
through 2007-08 and compares it to 2002-03 (the year prior to the initial capacity 
funding increase). 
 
V By ethnicity, for all years, the four largest populations served through in-reach 

efforts were: 
 

¶ African-American 
¶ Asian  
¶ Hispanic 

¶ White 

 
Table M 

Ethnicity Distribution of New Financial Aid RecipientsðIn-Reach 
 

2002-03
1

2003-04
1

2004-05
1

2005-06
1

2006-07
1

2007-08
1

5-Year 

Cumulative 

Change

Ethnicity Number Number Number Number Number Number Number %

African-American 10,143 9,913 10433 7,341 6,346 7,123 41,156 10.0%

Asian 10,335 10,696 10,625 8,060 7,909 8,492 45,782 11.2%

Filipino 2,899 3,350 3,806 3,023 2,665 3,025 15,869 3.9%

Hispanic 27,432 28,392 30,488 22,883 21,293 23,999 127,055 31.0%

Native-American 975 1,003 1,051 822 743 860 4,479 1.1%

Other, Non-White 2,032 2,158 2,313 1,822 1,594 1,846 9,733 2.4%

Pacific Islander 701 752 826 647 618 756 3,599 0.9%

White, Non-Hispanic 27,769 29,096 32,171 25,772 23,827 26,990 137,856 33.6%

Unknown 4,143 4,379 5,313 4,492 4,701 5,580 24,465 6.0%

Total 86,429 89,739 97,026 74,862 69,696 78,671 409,994 100.0%

5-Year 

Cumulative 

Change

 
1
Reflects the ethnic distribution for students who were enrolled in a CCC during a prior period and had not received 

financial aid during a prior period but received financial aid as a new recipient for the applicable year. 

 
 
See Exhibits 7.1 and 7.2, respectively, for a list by college of new financial aid 
recipients resulting from in-reach, and for a system-wide display of new financial aid 
recipients by gender, age, and ethnicity.   
 
 
Gender, Age, and EthnicityðOutreach Activities 
 
Tables N through P display new financial aid recipients served by outreach activities 
by gender, age and ethnicity.  The figures below clearly demonstrate that colleges have 
done an outstanding job in successfully expanding their outreach efforts to target 
potential and prospective students in the high schools and their communities.  The 
students in this group had not enrolled in the immediate prior year, but enrolled and 
received student financial aid as new recipients in the applicable year.  
 
 
 
 



     

Table N reflects the gender distribution for new financial aid participants for 2003-04 
through 2007-08 and compares it to 2002-03 (prior to the initial capacity funding 
increase). As explained earlier in this report, the gender ratio for students served by 
financial aid has remained relatively consistent, with approximately 60 percent female 
students and 40 percent male students.   
 

Table N 
Gender Distribution of New Financial Aid RecipientsðOutreach 

 

 

Gender Number

% of 

Total Number

% of 

Total Number

% of 

Total Number

% of 

Total Number

% of 

Total Number

% of 

Total Number % Change 

Female 161,529 60.6% 161,951 59.9% 179,312 59.4% 183,001 59.5% 184,219 59.5% 200,986 59.1% 39,457 24.4%

Male 103,079 38.7% 105,964 39.2% 119,054 39.5% 122,570 39.8% 123,646 39.9% 137,046 40.3% 33,967 33.0%

Unknown 2,062 0.8% 2,594 1.0% 3,389 1.1% 2,111 0.7% 1,811 0.6% 2,176 0.6% 114 5.5%

Total 266,670 100.0% 270,509 100.0% 301,755 100.0% 307,682 100.0% 309,676 100.0% 340,208 100.0% 73,538 27.6%

2002-031 2003-041 2004-051 2005-061

Change from Base 

Year 2007-0812006-071

 
1
Reflects the gender distribution for students who were not enrolled in a CCC in the immediate prior year but enrolled and 

received financial aid as a new recipient for the applicable year. 

 
 
Table O reflects the age distribution for new financial aid participants for 2003-04 
through 2007-08 and compares it to 2002-03 (prior to the initial capacity funding 
increase). 
 
V About 74 percent of the new financial aid recipients for 2007-08 are between the 

ages of 18 and 29. This percentage is due in part to the high proportion of 
outreach efforts that are focused on high school students.  Students who are 17 
to 19 years old accounted for less than 30 percent of financial aid recipients in 
2002-03 but now account for almost 42 percent of financial aid recipients.   
 
Interestingly, the age group with the largest five-year increase in new financial 
aid is that of 25- to -29-year-old students.  This outcome is a result of collegesô 
two-pronged effort to reach not only into high schools but the communities that   
surround these high schools.  With so many re-entry students applying to 
community colleges, there has been a corresponding increase in financial aid 
awards to these students.  
 

Table O 
Age Distribution of New Financial Aid RecipientsðOutreach 

 

Number

% of 

Total Number

% of 

Total Number

% of 

Total Number

% of 

Total Number

% of 

Total Number

% of 

Total Number % Change

17 & Under 5,141 1.9% 4,873 1.8% 5,250 1.7% 6,639 2.2% 5,391 1.7% 5,483 1.6% 342 6.7%

18-19 74,593 28.0% 79,211 29.3% 90,784 30.1% 93,009 30.2% 93,451 30.2% 100,645 29.6% 26,052 34.9%

20-24 77,364 29.0% 78,518 29.0% 87,515 29.0% 87,967 28.6% 88,011 28.4% 96,394 28.3% 19,030 24.6%

25-29 39,593 14.8% 39,834 14.7% 45,247 15.0% 46,133 15.0% 48,069 15.5% 55,460 16.3% 15,867 40.1%

30-34 22,994 8.6% 22,747 8.4% 24,300 8.1% 24,008 7.8% 24,626 8.0% 27,513 8.1% 4,519 19.7%

35-39 16,084 6.0% 15,406 5.7% 16,531 5.5% 16,680 5.4% 16,974 5.5% 18,659 5.5% 2,575 16.0%

40-49 21,062 7.9% 20,545 7.6% 21,780 7.2% 22,048 7.2% 21,824 7.0% 23,697 7.0% 2,635 12.5%

50 & Over 9,282 3.5% 9,043 3.3% 10,166 3.4% 11,062 3.6% 11,291 3.6% 12,314 3.6% 3,032 32.7%

Unknown 557 0.2% 332 0.1% 182 0.1% 136 0.0% 39 0.0% 43 0.0% -514 -92.3%

Total 266,670 100.0% 270,509 100.0% 301,755 100.0% 307,682 100.0% 309,676 100.0% 340,208 100.0% 73,538 27.6%

Change from Base 

Year2006-071 2007-081

Age

2002-031 2003-041 2004-051 2005-061

 
1
Reflects the age distribution for students who were not enrolled in a CCC in the immediate prior year but enrolled and 

received financial aid as a new recipient for the applicable year. 
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Table P reflects the distribution by ethnicity for new financial aid participants for 
2003-04 through 2007-08 and compares it to 2002-03 (prior to the initial capacity 
funding increase). 
 
V For the 2002-03 to 2007-08 period, the four largest populations of new financial 

aid recipients were: 
 

¶ Hispanic 
¶ White, Non-Hispanic 
¶ African-American 
¶ Asian 

 
V In terms of growth percentages, the largest ethnic increases have occurred 

among Filipino and Pacific Islander students.  White/Non-Hispanic students 
showed the smallest percentage of growth.  
 

V While there have been increases in numbers for all ethnic categories, Hispanic 
students have shown the largest growth in numbers, from 89,141 new financial 
aid recipients in 2002-03 to 117,437 in 2007-08. That represents an increase of 
28,296 students.   
 

This again demonstrates that the capacity funding increase has served its purpose, 
which was to mitigate any possible negative impact that the raised fees may have had 
on traditionally underrepresented and low-income ethnic groups.     

 
 

Table P 
Ethnicity Distribution of New Financial Aid RecipientsðOutreach  

 

2002-031 2003-041 2004-051 2005-061 2006-071 2007-081

5-Year 

Cumulative 

Change

5-Year 

Cumulative 

Change

Number Number Number Number Number Number Number %

African-American 46,135 46,231 50,069 51,373 50,352 57,166 255,191 16.7%

Asian 30,940 31,951 33,329 34,906 35,299 36,240 171,725 11.2%

Filipino 6,565 7,685 8,904 8,794 8,733 9,254 43,370 2.8%

Hispanic 89,141 90,119 101,408 105,763 106,932 117,437 521,659 34.1%

Native-American 3,291 3,233 3,843 3,760 3,798 4,212 18,846 1.2%

Other, Non-White 5,812 6,012 6,606 6,766 6,879 7,123 33,386 2.2%

Pacific Islander 2,104 2,191 2,503 2,753 2,844 3,414 13,705 0.9%

White, Non-Hispanic 69,709 68,540 76,299 75,449 76,000 82,379 378,667 24.8%

Unknown 12,973 14,547 18,794 18,118 18,839 22,983 93,281 6.1%

Total 266,670 270,509 301,755 307,682 309,676 340,208 1,529,830 100.0%

Ethnicity

* Reflects distribution by ethnicity for students not enrolled in 2001-02the prior year, who enrolled in 

2002-03 and received SFA that for the current  year. 

 
1
Reflects the ethnic distribution for students who were not enrolled in a CCC in the immediate prior year but enrolled and 

received financial aid as a new recipient for the applicable year. 

 
See Exhibits 8.1 and 8.2, respectively, for a college-by-college listing of new financial 
aid recipients resulting from outreach and a system-wide display of new financial aid 
recipients by gender, age, and ethnicity.   

 
 



     

Change in Application Volume 
 
Since the inception of the financial aid outreach and capacity funding increase, each 
annual budget has clearly stated that the intent of this funding is to increase community 
college student participation in financial aid programs.  The CCCs initially identified 
performance indicators for evaluating statewide results, which include the number and 
dollar value of awards, as well as the percent of students served for both Pell Grants 
and the BOG Fee Waiver Program.  
 
In addition to the statewide benchmark performance indicators, the Chancellorôs Office 
has encouraged colleges to establish local performance goals and objectives in support 
of the statewide performance measures.  One common measure that colleges have 
used to gauge the effectiveness of their local outreach (in their communities) and in-
reach efforts (on their campuses) is the volume of unduplicated Free Application for 
Federal Student Aid (FAFSA) records handled by each financial aid office.  These 
records, known as Institutional Student Information Reports (ISIRs), are electronic 
records the colleges receive from students who file their financial aid applications 
(FAFSAs).  The records contain the data that are typically used for federal, state and 
institutional financial aid determinations.   
 
Beginning with its 2005-06 data, the Chancellorôs Office added ISIRs to its statewide 
benchmark performance indicators.  
 
Table Q demonstrates the growth of unduplicated ISIR records processed by CCC 
financial aid offices for the five years since 2002-03.   
 

¶ Unduplicated ISIR records have grown from 707,000 records in 2002-03 to  
882,000 records in 2007-08.  This represents a 25 percent growth in ISIR 
records. 

 

¶ The percent of Pell recipients derived from these applications has grown 12.6 
percent, from 240,000 grants in 2002-03 to 270,000 grants in 07-08. 

 
Table Q 

Unduplicated FAFSA Applicants (ISIRs) 
Received Compared with Pell Recipients for 2002-03 through 2007-08 

2002-03 706,594 239,925 34.0%

2003-04 760,319 53,725 7.6% 246,093 6,168 2.6% 32.4%

2004-05 819,894 59,575 7.8% 259,958 13,865 5.6% 31.7%

2005-06* 859,496 39,602 4.8% 254,603 -5,355 -2.1% 29.6%

2006-07* 851,901 -7,595 -0.9% 247,143 -7,460 -2.9% 29.0%
2007-08 881,555 29,654 3.5% 270,098 22,955 9.3% 30.6%

174,961 24.8% 30,173 12.6%

Percent of 

Pell 

Recipient 

ISIRs

5-year change 

Percent 

Change in 

Pell 

Recipients Year

Unduplicated 

ISIR Records

ISIR 

Change in 

Number

Percent 

Change in 

ISIR Records

Pell Grant 

Recipients

Recipient 

Change

* Pell recipient decreases in 2005-06 and 2006-07 resulted from federally imposed ñtuition sensitivityò measures 

(which were triggered by the CCC fee increases of 2003-04 and 2004-05) and a federal Tax Table Formula Change 
in 2005-06. 
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The above application growth can be attributed to a number of collaborative efforts, 
including: 
 

¶ The sustained successful implementation of financial aid administrative outreach 
and capacity funding by the colleges that provides increased outreach, in-reach, 
assistance and support to applicants, and dissemination of collateral materials to 
current students, prospective students, and families. 

 

¶ The sustained success of the CCC statewide ñicanaffordcollegeò public 
awareness campaign in developing collateral materials and communicating 
(through the media and various campaign activities) that financial aid is available 
year round, and assistance in applying for and receiving financial aid is also 
available. 

    

¶ The successful collaboration with the California Student Aid Commissionôs Cal 
Grant Campaign and ñCalifornia Cash for College,ò as well as other statewide 
and local outreach efforts, which created awareness of financial aid and the Cal 
Grant Programs, and support for low income and disadvantaged students in the 
application process.  

 
The result of all these efforts is a remarkable increase in the number of financial aid 
applicants.  However, along with those increases comes a substantial increase in 
financial aid office workload due to the increase in application processing created by the 
growing number of applicants.  
 
Despite the perception that California Community College students do not appear to be 
applying for and receiving federal aid at the same apply rate as students in other 
segments or in other states Table Q demonstrates that more than 881,000 students 
applied for  
aid by submitting a FAFSA but less than one third actually qualified.   
 
 
Table R displays the number of CCC Pell Grant recipients who were ñnewò Pell Grant 
recipients for each year.  Typically, first time financial aid recipients require greater 
assistance and intervention (often ñone-on-oneôò) from the college financial aid staff to 
ensure that the student completes the entire application cycle.  New aid recipients 
represent significant administrative workload, as compared to recipients that renew 
annually. 
 
As a result of the growth in applicants and financial aid recipients, financial aid offices 
have had to take on an increased processing workload.  This has necessitated a larger 
share of staffing resources for processing that has left financial aid offices with less and 
less staffing resources for their outreach efforts.  
 

 
 
 
 
 



     

Table R 

Year First Time Pell Recipients Percent Change 

2002-03 125,420   

2003-04 126,110 0.6% 

2004-05 132,645 5.2% 

2005-06 127,041 -4.2% 

2006-07 123,518 -2.8% 

2007-08 141,046 14.2% 

5-Year  Change 15,626 12.5% 

 
 

It is important to note that new Pell recipients represent more than half of the CCC Pell 
recipient population (a population that far exceeds those of other California public 
systems).  As a consequence, CCCs are continually investing an enormous amount of 
resources and redoubling their outreach efforts to access and service a constantly 
changing population of new financial aid recipients.  This differs greatly from four-year 
schools, where there is a far greater proportion of continuing students and far less 
turnover each year.   
 

Accurately Comparing Financial Aid Participation Rates 
 
A great deal of focus has been placed on the role financial aid plays in ensuring access 
to higher education in California.  The Chancellorôs Office welcomes the much-needed 
increase in resources received both for direct aid to students and for administrative 
capacity, as well as the added focus and accompanying dialogue regarding funding 
outcomes and accountability. The Chancellorôs Office also recognizes and shares the 
interest shown by the Administration, the Legislature, public stakeholders, and the 
higher education research community in ensuring effective use of state and federal 
resources.  
 
One issue complicating accurate comparisons of CCC performance data with other 
systems or states is the role of CCCs within the public postsecondary education system 
of California.  The California Education Master Plan established the CCC system as an 
open enrollment/open access institution, without regard for academic achievement or 
preparedness.  Students who attend California Community Colleges may pursue, 
among other types of education and training: 
 

¶ Career and technical training leading to certificates or degrees. 
 

¶ General education and academic studies in specific disciplines leading to an 
associateôs degree or transfer to a baccalaureate-degree granting institution of 
higher education.  

 

¶ Remedial and basic skills education. 
 

¶ English as a Second Language (ESL) /Occupational ESL. 
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¶ Vocational studies (such as art, history, creative writing, and foreign language) 
and recreational studies (such as physical education, weight lifting, swimming, 
aerobics, etc.). 
 

 
This is dramatically different than the mission of other segments of public 
postsecondary education and of most other community colleges in other states, making 
the comparison incongruous with our defined service populations.  
 
In developing initial performance measures, the Chancellorôs Office designated credit 
enrollment head count as the measure (denominator) of potentially eligible populations 
attending CCCs who might be eligible to apply for and receive any type of financial aid 
because: 
 

¶ Enrollment fees are only assessed on credit coursework. Students are eligible to 
have their fees waived through the BOG Fee Waiver program.  

¶ Typically, for Pell and other federal programs and Cal Grants, a student must be 
enrolled in an eligible credit-enrollment program. 

 
Additionally, the structure and reporting cycle of the CCC system-wide MIS system do 
not lend themselves to direct comparisons.  Currently, the internal measures for both 
enrollment and financial aid program participation include aggregated annual data for all 
terms in an academic year, which may include: 

¶ Summer as an academic year ñleadingò term (schools have the option of using 
the summer term as a leading term or trailing term). 

¶ Fall Term (all semester and quarter schools). 

¶ Winter Term (for quarters and semester inter-sessions). 

¶ Spring terms (all semester and quarter schools). 

¶ Summer as a ñtrailingò term in an academic year (schools have the option of 
using the summer term as a leading term or trailing term). 

 

Enrollment Status ï Term and Annual Unit Load Approach 

 
Over the past year, the Chancellorôs Office has engaged in data analysis to identify 
methodologies that might more accurately reflect the populations and terms that would 
be more comparable with other systems and/or other states when measuring financial 
aid participation performance.  In the following analysis there is an attempt to identify 
students most likely to be enrolled in eligible certificate and degree programs and 
therefore more likely to be eligible for student financial aid program participation.  
 
For the Pell Grant data, we compare our data with the data provided by the Institute of 
Educational Sciences (IES) National Center for Education Statistics in a report titled, 
ñ2007-08 National Postsecondary Student Aid Study.ò   
 
 



     

Table S displays for term and annual unit load levels, the number of students and their 
relative participation rates.  The analysis: 
 

¶ Compares participation rates in BOG Fee Waivers and Pell Grants for all 
students ï in all terms of the award year. 

 

¶ Compares participation rates in BOG Fee Waivers and Pell Grants for students 
attending full time (12 or more units) in any term(s) within an award year and 
those attending less than full time (less than 12 units) in any term within an 
award year. 

 

¶ Compares participation rates in BOG Fee Waivers and Pell Grants for students 
attending at least half-time (6 or more units) in any term(s) within an award year 
and those attending less than half-time (less than 6 units in each term) in any 
term within an award year. 

 
In attempting to redefine participation rates by identifying and excluding enrollment 
status for students whose course patterns would indicate non-vocational or recreational 
studies, we find the following:  
 

¶ Since 2002-03, the percentage of Pell Grant recipients with ñ6 or moreò 
attempted units has increased (from 18.4% to 19.6%) and is approaching the 21 
percent national average for 2-year public institutions.  The percentage of Pell 
Grant recipients with ñ12 or moreò attempted units has also increased (from 
23.8% to 24.7%) and is appreciably greater than the 21 percent national average 
for 2-year public institutions.  Students in these two categories are those who are 
most likely to be enrolled in certificate or degree programs. 

 

¶ Since 2003-03, the percentage of Pell Grant recipients with ñless than 6ò 
attempted units has increased slightly (from 1.0% to 1.3%) and the percentage of 
Pell Grant recipients with ñless than 12ò attempted units has also increased 
slightly (from 2.6% to 3.2%). Students in these two categories are those who are 
most likely to be in a non-vocational or recreational study programs or lifelong 
learners. 

 

¶ The percentage of BOG Fee Waiver recipients with ñsix or moreò attempted units 
has improved appreciably (from 36.6% to 42.2%) and the percentage of BOG 
Fee Waiver recipients with ñ12 or moreò attempted units has also improved 
appreciably (from 41.5 5 to 46.5%). The students at these two categories are 
those who are most likely to be enrolled in certificate or degree programs. 

 
The percentage of BOG Fee Waiver recipients with ñless than sixò attempted 
units has improved appreciably (from 12.0% to 16.4%) and the percentage of 
BOG Fee Waiver recipients with ñless than 12ò attempted units has also 
improved appreciably (from 15.9% to 21.0%). The students in these two 
categories are those who are most likely to be in non-vocational or recreational 
study programs. 



- 44 - 

Table S 
Using Enrollment Status to Define Eligible Programs  

for Financial Aid Participation Rates 

2007-08 884,773 411,496 46.5% 218,312 24.7%

2006-07 834,545 391,036 46.9% 202,362 24.2%

2005-06 824,790 396,782 48.1% 208,156 25.2%

2004-05 825,089 391,843 47.5% 211,187 25.6%

2003-04 820,609 362,541 44.2% 201,980 24.6%
2002-03 831,144 345,180 41.5% 197,568 23.8%

2007-08 1,407,793 295,429 21.0% 45,703 3.2%

2006-07 1,329,777 278,007 20.9% 40,394 3.0%

2005-06 1,286,954 275,899 21.4% 40,624 3.2%

2004-05 1,274,712 264,578 20.8% 41,922 3.3%

2003-04 1,298,208 238,911 18.4% 39,237 3.0%
2002-03 1,430,338 227,494 15.9% 37,512 2.6%

2007-08 1,282,363 541,050 42.2% 250,836 19.6%

2006-07 1,206,128 512,668 42.5% 231,040 19.2%

2005-06 1,187,167 517,002 43.5% 237,081 20.0%

2004-05 1,188,910 509,811 42.9% 241,198 20.3%

2003-04 1,193,161 470,852 39.5% 230,723 19.3%
2002-03 1,224,732 448,505 36.6% 224,921 18.4%

2007-08 1,010,203 165,875 16.4% 13,179 1.3%

2006-07 958,194 156,395 16.3% 11,716 1.2%

2005-06 924,577 155,679 16.8% 11,699 1.3%

2004-05 910,891 146,610 16.1% 11,911 1.3%

2003-04 925,656 130,600 14.1% 10,494 1.1%
2002-03 1,036,750 124,169 12.0% 10,159 1.0%

2007-08 2,285,343 761,972 33.3% 268,714 11.8%

2006-07 2,160,011 715,522 33.1% 248,554 11.5%

2005-06 2,108,889 716,796 34.0% 254,258 12.1%

2004-05 2,098,101 700,617 33.4% 257,063 12.3%

2003-04 2,115,763 639,102 30.2% 243,758 11.5%
2002-03 2,262,170 596,714 26.4% 234,473 10.4%

Attempted 12+ units during award year

Attempted < 12 units during award year

Attempted 6+ units in one or more terms during award year

Attempted < 6 units in each term during award year

Attempted any units in one or more terms during award year

Total 

Students

Academic 

Year 

Received 

BOG FW

Received 

Pell %%

Academic 

Year

Total 

Students

Received 

BOG FW %

Received 

Pell %

Academic 

Year

Total 

Students

Received 

BOG FW %

Received 

Pell %

%

Academic 

Year

Total 

Students

Received 

BOG FW %

Received 

Pell %

Academic 

Year

Total 

Students

Received 

BOG FW %

Received 

Pell

 
 
 
 



     

Statewide Media Campaign 
2006/2007 ï 2007/2008 

Public Awareness & Outreach Campaign 
 

 

Campaign Background & Strategy: 
 

As stated earlier, when the 2003-04 Budget was signed, California community college 
fees were increased by 64 percent, from $11 per unit to $18 per unit. Fees would again 
rise in 2004-05, from $18 to $26 per unit.  Though the California State Assembly had 
argued for a lesser fee increase during the 2003-04 budget negotiation ($15 per unit), a 
compromise was reached that approved the higher $18 fee increase, with the 
contingency that the additional fee revenue be dedicated to mitigating the impact on 
Californiaôs most vulnerable students ï those living in low- to moderate-income 
households. The resulting Budget Act language for 2003-04 redirected $38 million from 
within the community college budget to be used to increase campus financial aid 
outreach and delivery capacity, including $3.8 million for a statewide media campaign to 
promote public awareness of financial aid availability in the community colleges.   
 
The California Community Colleges Chancellorôs Office (CCCCO) was directed to 
contract with a community college district to establish a statewide financial aid public 
awareness campaign to communicate the following messages: 
 
Á California Community Colleges remain affordable despite fee increases.  Higher 

education remains within reach. 
Á Financial aid is available year round to cover enrollment fees and assist students 

with other educational related costs. 
Á Financial aid information and application assistance is available through local 

community college financial aid offices. 
 
The CCCCO contracted with a public relations and marketing agency to develop a 
statewide outreach campaign, the centerpiece of which became the web site 
icanaffordcollege.com. 
 

ü The California state budgets since 2003-04 have continued support at $37 million 
ï with the ñI Can Afford Collegeò campaign funding continuing at $2.8 million per 
fiscal year.    
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Campaign Strategy and Focus for 2006-07 and 2007-08 
 
In 2006, the ñI Can Afford Collegeò campaign continued to work with 
the CCCCO and the California Community Colleges (CCC) to inform 
the public about the availability of year-round financial aid at 
community colleges.  
 
New developments in the statewide campaign incorporated additional 
creative strategies for advertising and public relations, based on 
extensive knowledge from community colleges and district 
representatives.  As in prior years, the 2006-2007 plan included input 
from other community partner associations and leveraging of media 
resources to maximize the reach of the campaignôs messages.  
Cooperative programs were developed with the CCC Public 

Information Officers (PIOs) in mind to continue building the linkages between the 
campaign and the CCCs.  
 
In 2006-2007, the key objective was to increase the campaignôs awareness with the 
target audience.  The second half of the 2006-07 fiscal year included an additional 
objective ï increase campaign awareness with potential students by expanding the 
target audience to individuals ages 25-49 who have already entered the workforce.  The 
campaign realized that this group may have considered going to community college or 
going back to complete a degree or program but needed assistance or resources to do 
so.  As a result, this demographic group was identified as a secondary target audience 
for campaign efforts.   
 
The statewide public relations activities conducted were divided into successful 
categories throughout the year to reflect the ongoing activities.  Target audiences were 
reached through the following core marketing communication tactics:  
 
ü Paid advertising ï including radio, television, transit interior ads, media 

promotions, and Internet advertising in targeted urban and rural markets 
throughout California (in English and Spanish). 

 
ü Media relations ï including interviews on radio talk shows and television 

programs statewide, using a spokesperson model consisting of current and 
former financial aid recipients, CCCCO staff and CCC financial aid staff. 

 
ü Community outreach ï including support from community and faith-based 

organizations (in both general and ethnic markets, including outreach to 
Hispanic, African-American and Asian communities), and governmental entities.  

 
The key objective for the 2007-08 campaign cycle was to enhance the momentum 
garnered during the previous fiscal years and aggressively drive even greater traffic to 
icanaffordcollege.com, which provides students with a basic portal of financial aid 
information. The key features of the web site include the following: 
 
ü Online access to all of the necessary financial aid forms and answers to the most 

frequently asked financial aid questions. 



     

 
ü Zip code locator that offers students direct contact information for their nearest 

community college campuses, including physical addresses, financial aid office 
phone numbers, and e-mail and web site addresses. 
 

ü A financial aid events and workshop locator that helps students locate an event 
where they can receive FREE individual professional assistance to identify the 
types of aid that are right for them and to complete appropriate financial aid 
forms. 
 

ü A bilingual alternative for Spanish speaking web site visitors. 
 

ü Opportunities to participate in various promotions where, in addition to financial 
aid information, they can win popular prizes donated by media partners and 
vendors.   

 
Paid Advertising  
 
The ñI Can Afford Collegeò campaign has used paid advertising mainly on radio and 
television, reaching students and prospective students throughout much of the state.  
Though the campaignôs budget remained the same in 2006-07 as the previous year, the 
funds were used strategically in new ways (i.e. media partnerships, new promotional 
materials, and deeper penetration in more community events).  
 
The 2007-08 media buy was strategically divided among three media flights, utilizing a 
variety of radio, television and Internet mediums.  The combination of radio, television 
and Internet has historically shown an increase in visitor traffic to the 
icanaffordcollege.com web site. 
 
Advertisements 
 
New television and radio advertisements were developed to reach current 
and potential students, ages 18-49, with an average annual household 
income at or below $30,000.  This audience was called the "workforce 
adult."  Workforce adults are current and prospective students who are 
slightly older (ages 18-49) and have the same annual household income 
as the primary audience. They are already in the workforce and are either 
considering going back to community college to finish a program or earn a 
degree, or are thinking of attending a community college for the first time, because they 
aspire to opportunities that require additional education. 
 

The media flight from July to August 2006 gave the campaign the opportunity to reach 
current students and speak to the new workforce audience during the traditional "going 
back to school" timeframe. 
 

New Television Commercials:   
 

Á The "ATM" television spot is aimed at a younger adult audience and features a 
male student at an ATM trying to withdraw money.  The ad emphasizes that by 
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going to a California Community College individuals can get ñmoreò ï including 
job training, so he/she can get a better job that pays ñmoreò money.  The spot 
highlights the availability of financial aid year-round at California community 
colleges.    

 
Á The "Movers" television spot is about two male friends who work for a moving 

company--one of whom has decided he is going to go to community college.  
With a community college education he can get a better job that is not as 
physically demanding and will pay better money so he can provide more for his 
family.  Again, the overarching message is that financial aid is available year-
round to help make higher education dreams for Californians a reality.  

 

New Radio Commercials: 
 
Á The "Female Buddies" radio spot features two female friends working together. 

One of the women decides she is going to attend a California Community 
College to improve her life and the lives of her family members.  Her friend is 
surprised and wonders if she can go to college, too.  She is assured by her co-
worker that she can go to college and that financial aid is available to help her 
with her college expenses and make her higher education dream a reality. 

 
Á The "Young Parents" Spanish-language radio spot is about a young couple with 

a baby. The husband is thinking of going to a California Community College 
because he is tired of working a job with odd hours and not seeing his family.  
More than anything the father wants to provide for his wife and child, but he also 
wants to be around to see his daughter grow up.  His higher education 
aspirations seem impossible, because his income is needed to pay the bills.  
Then, he finds out that financial aid is available and class schedules are flexible, 
so he can attend college and make a better life for his family.    
 

Customizable Spots:  
 
New English and Spanish customizable spots were created from the standard radio and 
television spots. These modified spots give colleges the freedom to insert local 
information via a camera card on the television spots or through air time on the radio 
spots. The customizable versions serve as a useful marketing tool for many community 
college and high school campuses that may not have the existing funds to develop 
useful and high quality creative materials but want to help spread the word about 
community colleges and the availability of financial aid..  The customizable spots also 
give the ñI Can Afford Collegeò campaign the opportunity to work with the colleges to 
deliver a consistent message that is research-based and resonates with the intended 
audiences.  
 
 

Media 
 

In 2007-08, the ñI Can Afford Collegeò campaign continued the previous fiscal year 
tactic of combining the target audience demographics for media buying purposes from 
two groups (ages 16-24 and 25-54), to one group (ages 18-49) to narrow the number of 



     

stations and time slots requiring coverage.  This allowed the campaign to be more 
efficient with the media buy and achieve significant savings which, in turn, allowed us to 
increase the frequency of times the spots aired on each station.  The campaign was 
cognizant of the legislative emphasis on reaching Hispanic and African-American 
audiences and made sure the media outlets purchased were skewed toward a slightly 
younger audience yet reached a sizable portion of the identified audiences.     
 
Radio air time was increased, because the relatively low cost of air time on stations 
reaching the collapsed audiences allowed ñI Can Afford Collegeò to run a higher 
frequency campaign. This means the target audience heard the campaign messages 
multiple times (at least seven), increasing the possibility of the listener taking action. 
Additionally, the campaign rotated smaller rural county markets throughout the media 
buys in order to reach as many people in California as possible with the important 
financial aid message. 
 
During the May 2007 Community College Financial Aid Awareness Month activities, an 
online advertising component was incorporated into the media buy. Clear Channel, one 
of the campaignôs media partners, estimated that the media buy from September 2007 
to June 2008, including radio, TV and online advertising, had 370 million gross 
impressions for people 12 years of age and older.  
 
Listed below are the markets in which ads were run: 
 
March 2006 
Eighteen media markets:  Los Angeles, Riverside/San Bernardino, San Francisco, San 
Jose, San Diego, Sacramento, Stockton, Modesto, Fresno, Santa Barbara, Bakersfield, 
San Luis Obispo and Oxnard/Ventura.  Smaller rural areas in the buy included Siskiyou, 
Humboldt, Lassen, Plumas, and Shasta Counties. 
 
May/June 2006 
Thirteen media markets:  Los Angeles, Riverside/San Bernardino, San Francisco, San 
Jose, San Diego, Sacramento, Stockton, Modesto, Fresno, Santa Barbara, 
Monterey/Salinas, Chico, and Redding. 
 
July/August 2006 
Seventeen media markets:  Los Angeles, Riverside/San Bernardino, San Francisco, 
San Jose, San Diego, Sacramento, Stockton, Santa Barbara, Fresno, 
Monterey/Salinas, Chico and Redding.  In the far north: Eureka/Humboldt County, 
Mount Shasta/Siskiyou County, Yreka/Siskiyou County, Susanville/Lassen County, and 
Quincy/Plumas County. 
 
March 2007 
Eighteen media markets:  Los Angeles, Riverside/San Bernardino, San Francisco, San 
Jose, San Diego, Sacramento, Stockton, Modesto, Fresno, Santa Barbara, Bakersfield, 
Chico, Santa Maria/Lompoc, Victor Valley, Oxnard/Ventura, Merced, Monterey/Salinas, 
and Visalia.  Additional emphasis was also given to the Hispanic audience in five 
markets.  These markets were: Los Angeles, Fresno, Bakersfield, Merced, and 
Monterey/Salinas. 
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April/May 2007 
Twenty media markets:  Los Angeles, Riverside/San Bernardino, San Francisco, San 
Jose, San Diego, Sacramento, Fresno, Stockton, Modesto, Monterey/Salinas, Santa 
Barbara, Bakersfield, Merced, Redding and Ukiah.  All of these markets received radio 
support.  Television was included in the following markets:  Los Angeles, San Diego, 
San Francisco, Sacramento and Fresno. In the far north via cable television, 
Eureka/Humboldt County, Mount Shasta/Siskiyou County, Yreka/Siskiyou County, 
Susanville/Lassen County, and Quincy/Plumas County were covered.  
 
September/October 2007 
Fifteen media markets received radio support: Los Angeles, Riverside, San Bernardino, 
San Francisco, San Jose, San Diego, Sacramento, Fresno, Stockton, Modesto, 
Monterey/Salinas, Santa Barbara, Bakersfield, Redding, and Ukiah. Television was 
included in the following markets: San Francisco, San Diego, Sacramento, and Fresno. 
 
March 2008/April 2008 
Twenty-five media markets received radio support: Los Angeles, Fresno, Bakersfield, 
Santa Maria/Lompoc, Merced, Visalia, Humboldt County, Imperial County, 
Riverside/San Bernardino, San Francisco, San Jose, San Diego, Sacramento, Stockton, 
Modesto, Chico, Oxnard/Ventura, Monterey/Salinas, Palm Springs, Redding, Lake 
County, San Luis Obispo, Santa Rosa, Santa Barbara, and Victor Valley. The following 
television markets were included in the buy: San Francisco, San Diego, Sacramento, 
and Fresno. In addition to these major markets, the following cable television markets 
received support: Eureka/Humboldt, Mount Shasta/Siskiyous, Susanville/Lassen, and 
Quincy/Plumas. 
 
 

Media Flight Dates 
March 13 ï April 12, 2006 
May 15 ï June 11, 2006 

July 24 ï August 20, 2006 
March 5 ï March 25, 2007 
April 16 ï May 20, 2007 
June 4 ï June 24, 2007 

September 24 ï October 28, 2007 
March 4 ï March 16, 2008 
March 31 ï April 27, 2008 

 

Media Partnerships and Promotions 
 

March 2006 
Liberman Broadcasting owns and operates 16 Spanish-language radio stations and four 
Spanish-language television stations in California and Texas. In March and April 2006, 
the ñI Can Afford Collegeò campaign partnered with the Liberman Los Angeles television 
station, KRCA, channel 62 and Liberman radio stations KBUE/KBUA/KEBN to air pro 
bono spots in addition to the paid schedule. The added value negotiated through this 
partnership was greater than $50,000.  
 



     

May/June 2006 
A partnership with Clear Channel Communications and Forever Resorts supplemented 
a paid advertisement schedule with pro bono spots, web site links, and promotional 
contests that provided more than $455,000 of added value.  More than 760 promotional 
spots aired and 25 stations ran ñI Can Afford Collegeò web site links for a minimum of 
30 days. 
 
July/August 2006 
A partnership with CBS Radio, CBS Television, and Metro Traffic supplemented a paid 
advertising schedule with pro bono spots and a promotion sponsored by CBS and MTV.  
The primary target audience (young adults, ages 16-24) utilized the MTV show Total 
Request Live (TRL) as a preferred venue for watching the latest music videos. This 
hour-long show is broadcast live from MTVôs studios in Times Square. Hosted by a 
rotating group of VJs (video jockeys), TRL brings the hottest music and biggest 
celebrities to young television audiences.  CBS Radio enticed listeners (our audience) 
with a grand prize trip to a live viewing of TRL in New York Cityôs Time Square.   
 
From July to August of 2006, Californians heard about the sweepstakes via radio 
teasers.  They were encouraged to visit icanaffordcollege.com and to register to win 
the trip.  This promotion was publicized in six of the largest media markets in California:  
Los Angeles, Sacramento, San Diego, San Francisco, Fresno, and Monterey/Salinas.  
A total of 548 promotional announcements ran with web site support in all markets.  In 
addition, CBS provided more pro bono exposure, thereby reaching campaign 
influencers, such as parents and community leaders, through public affairs show 
interviews and campaign mentions on 30 CBS radio stations throughout California.  The 
total promotional value was $493,500. 
 
April/May 2007 
For the April/May 2007 media flight, radio stations used their web sites to send listeners 
to icanaffordcollege.com, where they participated in the ñShow Us Why You Need 
College Moneyò (also referred to as ñ15 Seconds of Fameò) video contest.   
 
Using their cell phones or video cameras, young adults were encouraged to create their 
own video expressing their need for money for college.  All appropriate entries were 
showcased on icanaffordcollege.com.  Clear Channel provided web support for the 
videos to be displayed.  The videos served a dual purpose ï in addition to generating 
excitement around the campaign, they also helped generate visitor traffic to the ñI Can 
Afford Collegeò web site. 
 
The winner had his or her ñ15 Seconds of Fameò by having the video played on the 
Jumbotron during the stateôs highest profile concert of the yearðWango Tango in Los 
Angeles.  The winner also received a trip for two to Southern California including 
ground/air transportation, hotel, tickets to the concert, and a meet and greet with the 
showôs biggest stars.   
 
June 2007 
In June 2007, the campaign worked with Clear Channel Radio to invite community 
college students into the studio to tell their stories about how financial aid and 
community college has changed their lives. Clear Channel provided all of the studio 
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time free of charge. The student testimonials were customized to local markets.  This 
was an exciting ñnext stepò for the ñI Can Afford Collegeò campaign. 
 

2006-07 Promotion Elements: Clear Channel delivered a minimum of the 
following: 
 
Á 1,350 promotional on-air announcements 

 
Á 4,000 streamed commercials 

 
Á Web banners and links on 30+ radio stations 

 
Á $10,000 scholarship for first place contest winner 

 
Á $5,000 scholarship for second place contest winner 

 
Á $2,500 scholarship awarded via a random drawing of all site visitors that voted 

for their favorite video 
 

Á Trip for two to Los Angeles for first and second place winners 
 
Á Back stage passes with ñmeet and greetò opportunity at Wango Tango concert 

for first and second place winners  
 
Á Marketing pavilion/tent at Wango Tango concert for ñI Can Afford Collegeò to 

distribute materials 
 
Á ñI Can Afford Collegeò announcements on Jumbotron at Wango Tango concert 

 
Á T-shirt promotion at Wango Tango concertðClearChannel printed and 

distributed 1,000 ñI Can Afford Collegeò T-shirts and give out random prizes to 
those wearing them at the concert 

 
Á Web support for video promotion on icanaffordcollege.com 

 
September 2007  
For the September/October 2007 media flight, the ñI Can Afford Collegeò campaign and 
Clear Channel launched the American Idol ñLive Your Dreamò promotion. The campaign 
tied into one of Americaôs most popular Fox reality television shows and led to the most 
web site hits in the campaignôs history - an estimated 137,000 unique visitors navigated 
through the web site over a five-week period.  
 
The promotion utilized the media buy to drive listeners to the campaign web site. Ryan 
Seacrest, host of American Idol and a top radio station talk-show host, recorded the 
radio spots free of charge on behalf of the ñI Can Afford Collegeò campaign. The 
promotional spots enticed the target audience to visit the icanaffordcollege.com for a 
chance to win a Hollywood trip for two to an American Idol concert. To make the 
promotion both fun and educational for web site visitors, a self correcting quiz was 
included on the web site before visitors could register for the prize. The quiz asked 



     

American Idol trivia, as well as questions related to financial aid. To help support the 
promotion, more than 5,000 free promotional posters were distributed statewide. 
Additionally, Clear Channel provided the following support: 
Á 1,100 promotional on-air announcements  
Á 4000 streamed commercials  
Á Web banners and links on 30+ radio stations 

 
Of even more significance was the overwhelming response we received to the 
promotion: 
 
Á The campaign web site was visited by approximately 119,700 unique visitors 

during the promotion 
Á 4,611 entered to win American Idol VIP packages 
Á 865 visitors chose to receive additional financial aid information 
Á Of those 865 visitors, financial aid leads were sent to more than 80 California 

Community College Financial Aid Directors 
 
March 2008 ï May 2008 
For the March - May 2008 Financial Aid Awareness Month promotion, the ñI Can Afford 
Collegeò campaign and Clear Channel launched the ñBe a Star. Go to College.ò 
promotion. The campaign tied into two of Americaôs most popular Fox reality television 
shows, ñSo You Think You Can Danceò and ñTMZ TVò to drive students and potential 
students to the ñI Can Afford Collegeò web site.  By integrating the campaign message 
with popular television programming, viewers responded to commercial requests to visit 
the campaign web site for opportunity to win ñthe full Hollywood treatmentò with behind-
the-scenes access to ñSo You Think You Can Danceò or an opportunity to be a guest 
paparazzi on ñTMZ TVò. 
 
Web site visitors played the Hollywood Scratcher Game for the chance to win one of the 
two trips to Hollywood that included four star hotels, limo rides, a shopping spree, dining 
and behind the TV scenes access. The Hollywood Scratcher Game provided instant 
prizes also that included free movie rentals and free movie passes while registering to 
become a grand prize finalist. Two Grand Prizes were awarded along with five runner-
up prizes giving students the opportunity to win a $1,500 laptop computer from Best Buy 
stores. 
 
The Fox, Clear Channel and icanaffordcollege.com partnership was promoted in 18 
radio markets and four television markets. The television markets included: San 
Francisco, San Diego, Sacramento, and Fresno. The promotion included on-air, online, 
and on-site opportunities at Wango Tango. Partnering radio stations provided 1,000 
promotional announcements on 30 radio stations statewide, with a minimum of 25 radio 
stations, including the promotion on the stationsô web sites. In addition to the 
promotional elements listed above, Clear Channel provided the following support free of 
charge:  

 
Á 4000 Streamed commercials 
Á Web banners and links on 25+ radio stations 
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Á Sponsorship of the Wango Tango concert 
o 10ô x 10ô marketing booth 
o Jumbotron messages  
o Production and distribution of 1,000 campaign t-shirts  

Á All prizes associated with the promotions (airfare, ground transportation, 
accommodations, back stage passes, instant prizes, meals and spending money) 

 
2007-08 Promotion Elements: ClearChannel delivered a minimum of the following: 
 
As part of the ñI Can Afford Collegeò media flights the campaign has been able to 
substantially increase the value of the media budget. This was a result of cooperative 
efforts between the ñI Can Afford Collegeò campaign and the campaignôs media partner, 
Clear Channel. During the fall 2007 promotion and the April 2008 campaign, Clear 
Channel increased the campaign exposure by providing the following: 
  
Á 8,000 streamed ñI Can Afford Collegeò campaign commercials 

 
Á ñI Can Afford Collegeò web site banners on 30+ radio stations during each of the 

media flights  
 

Á 24 radio remotes for high school campuses and/or community events 
 

Á Participation at eight high-profile concerts throughout the state, which included 
Jumbotron messaging and collateral distribution 
 

Á Covering the printing costs of more than 5,000 promotional posters 
 

Á Providing local radio talent to produce ñI Can Afford Collegeò radio 
spots 

 
The value of these components for both the fall and spring promotions is 
estimated at more than $2 million. 
 
ñI Can Afford Collegeò Campaign Research Survey: 
 
To monitor efforts and provide direction for the 2007-2008 campaign year (July 1, 2007 
ï June 30, 2008), the ñI Can Afford Collegeò campaign conducted a statewide research 
survey in May 2007. The survey tested the campaignôs overall awareness, messaging, 
web site awareness, use, and key messages and tested target audiencesô awareness 
about the availability of financial aid at California Community Colleges. The survey 
results, according to the third party survey firm, concluded that the ñI Can Afford 
Collegeò campaign is doing an excellent job of accomplishing its goals. 
 
Specific findings from the survey report: 
 
Á The ñI Can Afford Collegeò campaign is highly successful. 
Á Although ñunaidedò levels of awareness of the campaignôs messages can be 

raised, ñaidedò awareness is more than 90 percent, which is exceptionally high. 
In addition, the aided awareness has increased over the two years since a 



     

previous survey was conducted. This is particularly remarkable given the fact that 
ceiling effects make it increasingly difficult to effect change when awareness 
levels are already high. 

 
Á Additionally, there appears to be a pattern of increasing action on the part of 
those hearing the campaignôs messages. On all but one of the dimensions 
measured in both the 2005 and 2007 surveys, activity is higher in 2007 than it 
was in 2005. Although the statistical significance of these results cannot be 
measured, the pattern is clearly suggestive of change. More members of the 
target audience, for example, are using the web site, the number one usage of 
which is to find nearby community colleges. 

 
Additional findings from the survey indicated that campaign messaging was resonating 
exceptionally well with target audiences and that visiting icanaffordcollege.com was 
the next action taken upon hearing campaign messages. 
 
The research noted that some audiences believed that financial aid was a loan that had 
to be repaid. It also noted that while all audiences believed the messaging, Hispanics 
need additional reinforcement which has been implemented through additional media 
campaigns.  As a result of the research, additional emphasis has been placed on key 
campaign messages and branding. 
 

The Web Site 
 
Since launching the campaign, icanaffordcollege.com, web site traffic has increased 
year over year. Historically, web site traffic is especially high during campaign media 
flights. The ñI Can Afford Collegeò campaign media flights and promotions have proven 
that this is an effective approach to drive traffic to the web site and that the media 
coverage is reaching our target audience.  The number of web site visits and hits during 
the advertising waves often tripled compared to the non-advertising timeframes.  It is 
important for current and potential students to realize that financial aid is more 
accessible than ever, that it is available year-round, and that California community 
colleges are here to help. 
 
As of June 30, 2008, the campaign web site has been visited by more than 1.3 million 
visitors. During the 2007-08 fiscal year, the icanafforcollege.com web site was visited 
by 524,000 visitors - the highest annual total in campaign history. Those who visit the 
site consistently view between two and three pages. This implies that they are exploring 
the site and utilizing its resources, versus simply viewing the Home Page and leaving 
the site.  
 
The most-often viewed pages after the ñHome Pageò are: 
 
Á ñGetting Startedò 
Á ñApply Nowò 
Á ñGet Help Nowò Zip Code Locator 
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icanaffordcollege.com Web Site Monthly Hits / Visitor Summary 

 

Month Flight Dates Hits Visitors 
April 2006  March 13 ï April 12 457,810 16,490 

May 2006  May 15 ï June 11 732,323 23,535 

June 2006  501,520 16,178 

July 2006 July 24 ï August 20 725,800 23,687 

August 2006 July 24 ï August 20 1,594,535 40,992 

September 2006  431,686 17,798 

October 2006  393,661 16,251 

November 2006  363,735 14,647 

December 2006  293,192 14,786 

January 2007  326,161 13,837 

February 2007  323,044 15,144 

March 2007 March 5 ï March 25 785,297 25,906 

Total   6,928,764 239,251 

April 2007 April 16 ï May 20 4,064,812 82,655 

May 2007  April 16 ï May 20 3,946,197 83,846 

June 2007 June 4 ï June 24 3, 220,009 80,208 

July 2007  671,904 24,752 

August 2007  557,827 19,054 

September 2007 September 24 ï October 
28 

1,337,633 28,190 

October 2007 September 24 ï October 
28 

5,888,438 119,698 

November 2007  385,272 13,522 

December 2007  340,067 12,376 

January 2008  475,698 14,207 

February 2008  420,502 13,612 

March 2008 March 4 ï March 16 933,588 23,290 

April 2008 March 31 ï April 27 5,737,371 111,876 

May 2008  389,505 13,259 

June 2008  474,773 16,575 

Total  28,843,596 657,150 

GRAND TOTAL:   36,247,133 912,976 

 
Campaign Summary:  
 

Year  Visitors Page Views  
Avg. Page 

Views/Visitor 
2004*  101,290 316,513 3.12 

2005  252,839 637,125 2.52 

2006 254, 687 630, 847 2.41 

2007 524, 000 1,297,222 2.30 

2008* 192, 819 538, 717 2.41 

Total  1,325,635 3,420, 424 2.58 

*Denotes partial year 



     

Community College Financial Aid Awareness Month (FAAM) 
 
Community College Financial Aid Awareness Month (FAAM) has greatly expanded 
since it launched in 2005, when it was primarily focused around a press conference on 
a Sacramento community college campus. 
 
2006 
The second annual FAAM was refocused to aim at high school seniors who were 
nearing graduation and a decision-point in their lives.  With this renewed focus, a press 
conference was held at John F. Kennedy High School in Sacramento on May 3, 2006.   
The press conference was a joint effort between CCCCO and the California Community 
Colleges Student Financial Aid Administrators Association (CCCSFAAA).  Press 
conference speakers included: Linda Michalowski, California Community Colleges 
Chancellor's Office; Celia Esposito-Noy, Cosumnes River College; Karen Micalizio, 
Butte College and then CCCSFAAA president; Jaime Rojas, then president of the  
California Hispanic Chamber of Commerce; Mary Shelton, John F. Kennedy High 
School Principal; and Michael Oguro, Cosumnes River College student.  

 
The campaign planned a bold community relations effort and the results speak for 
themselves:  
 
Á More than 100,000 students and potential students were reached during the 

FAAM campaign 
 
Á More than 250 financial aid workshops for the month of May were posted on the 
ñI Can Afford Collegeò web site 

 
The press conference was covered by the following local media outlets:  
 

- KCRA ï NBC Channel 3 
- KFBK ï Capital Public Radio AM FOX 
- KRON ï FOX 4 ï Bay Area 
- KUVS ï UNIVISION 19 
- Central Valley Business Times 
- Ventura County Star 

 
Financial aid workshops and events, in support of FAAM, were hosted by colleges and 
community-based organizations throughout the state. Information about these events 
was posted on icanaffordcollege.com, allowing visitors to enter their zip code to find 
the nearest workshop location.  
 
2007 
The ñI Can Afford Collegeò campaign and CCCSFAAA kicked off the Third Annual 
FAAM with a press conference in Sacramento on May 1, 2007.  Current and former 
financial aid recipients participated in the press conference along with Assembly 
Speaker Fabian Nuñez and California Community Colleges Chancellor, Mark 
Drummond. The FAAM press conference was covered by Sacramento local NBC 
affiliate KCRA, News Talk radio station KFBK, and Bay area ABC affiliate KGO7.   
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Throughout May, workshops and financial aid 
awareness events were held across the state with a 
particular focus on reaching graduating high school 
seniors and others who have not yet made decisions 
about education beyond high school.  These events 
provided basic information about financial aid and 
one-on-one assistance, identifying options and 
completing and submitting the Free Application for 
Federal Student Aid (FAFSA).  Many of the colleges took even more innovative 
approaches to reach current and potential students, such as hosting BBQs on high 
school and college campuses, and staffing booths at local farmers markets, malls, and 
other places where our target audience gathers. 
 
FAAM in 2007 also included the implementation of a pilot ñmini community college and 
financial aid awareness fairs,ò an 8-city tour that took the ñI Can Afford Collegeò 
campaign directly to high school students on their campuses in low-income areas.   
 
Clear Channel sponsored nearly a dozen live radio remotes throughout California in 
support of 2007 FAAM. ñI Can Afford Collegeò collateral material was distributed at the 
radio remotes held at community college and high school campuses as well as concerts 
and other community events. 
 
Clear Channel also organized a ñYouTubeò type promotion called ñ15 Seconds of 
Fame.ò It was the largest Clear Channel promotion ever conducted in California and 
included support from radio stations and their web sites.  
 
In 2007, the campaign also worked aggressively to gather student success stories on 
which to build media interest.  Most of the success story participants had been out of 
college for a while and had proven career success.  By bringing in these success 
stories, we were able to further enhance our media efforts not only during the FAAM 
period but throughout the year and put a ñlocal faceò on the topic of financial aid.  
  
This was also the first year that Governor Schwarzenegger declared May 2007 as 
ñCommunity College Financial Aid Awareness Month.ò  
 
2008 
In 2008, to increase our opportunities to reach high school seniors and ensure that the 
message was heard by as many students as possible, CCCSFAAA approved the 
motion to move the 4th annual FAAM to the month of April. The campaign continued to 
conduct and promote high school tours, student success stories, and financial aid 
workshops. While the student success stories had added value to our overall media 
efforts, it was determined that utilizing younger, current student success stories would 
garner even greater media interest.  So instead of launching one kick-off event, the 
campaign utilized our success stories in specific markets across the state to promote 
FAAM, local community colleges, and financial aid options for higher education. We 
enjoyed greater media success for both the tours and success stories, and received 
coverage from several media outlets across the state.  
 
For the second year in the row, the ñI Can Afford Collegeò campaign received a 



     

proclamation from Governor Schwarzenegger, declaring April 2008 as ñFinancial Aid 
Literacy Month.ò The campaign was able to promote this exciting news to the media, 
high schools and our 110 community colleges. 

 
Media and Public Relations 
 
Financial Aid Awareness Month launched the ñI Can Afford Collegeò 
campaign into the media spotlight over the summer months. Since May 
2006, the ñI Can Afford Collegeò campaign has been featured in news 
stories by more than 65 media outlets throughout the state. 
 
From small towns like Redding to large metro areas like Los Angeles, the 
campaign has been publicized through various TV, radio, print, and Internet 
opportunities. Heavily promoted in both English and Spanish, the campaign 
was even featured on a Persian radio station in Los Angeles. 
 
Much of the success of the media relations activities came from an innovative approach 
of having students participate in a range of media opportunities.  From five-minute 
segments to full one-hour interviews, the student perspective helped personalize and 
energize the campaign.  Media outlets reacted positively to the campaign tactic of 
highlighting students in conjunction with a knowledgeable financial aid representative. 
 
The campaign has been featured on public affairs shows, community affairs shows, 
prime time news, talk radio, morning news, and youth-oriented urban stations.  The 
campaign has successfully managed to engage parents and students to think about 
financial aid and the opportunities opened by a community college education. 
 
As media relations activities continue, so does the success of promoting the importance 
of the availability and accessibility of financial aid. 
 
Ethnic outreach activities focused on general market, Hispanic, African-American and 
Asian-American/Pacific Islander influencers through a combination of media relations 
efforts, interviews, and partnerships with community-based and faith-based 
organizations statewide. Messaging and outreach strategies complemented the overall 
campaignôs approach that focused not only on the financial aid programs but also on the 
benefits higher education can bring to the students, their families, and their 
communities. 
 
ñI Can Afford Collegeò Campaign Community Outreach Partners 
 

A Positive Force Leadership Development  

Alliance for African Assistance 

Archdiocese of San Francisco 

Arriba Juntos 

Asian American Resource Center  

Asian Pacific Community Counseling  

Barrio Action Youth & Action Center 

Bay Area Hispanic Institute for Advancement  
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Berkeley Organizing Congregations for Action    

Big Brothers Big Sisters, Los Angeles  

Big Brothers Big Sisters, Oakland  

Big Brothers Big Sisters, San Francisco  

Boys and Girls Club of Allendale 

Boys and Girls Club of San Diego  
California Center for Civic Partnership & Youth 
Development  

California Coalition for Youth  

California Department of Motor Vehicles 

Canal Alliance   

CAPITAL 

Challengers Boys & Girls Club  

Chicana/Latina Foundation of N. California 

Chicano Latino Youth Leadership Project 

Chicano Youth Center  

Chicks in Crisis   

Chinatown Service Center  

Cities in Schools   

Coleman Advocates for Children & Youth  

College Track  

Community Justice Network for Youth 

Congregations Building Community 

Congregations for Civic Action 

Congregations Organizing for Renewal 
Contra Costa Interfaith Supporting Community 
Organization 

Cross Cultural Community Services Center   

East Bay Consortium  

East Oakland Youth Development Corporation 

Encourage Tomorrow 

Faith in Community   

Familias Unidas  

Fresno Metro Ministry 

Fulfillment Fund  

Guam Communications Network  

Ingleside Presbyterian Church  

Interfaith Community Organization 

Junior Achievement, Bakersfield 

Junior Achievement, Costa Mesa 

Junior Achievement, Los Angeles 

Junior Achievement, Monterrey 

Junior Achievement, Sacramento 

Junior Achievement, San Diego 

Junior Achievement, San Jose 

Khmer Girls in Action  

Korean Resource Center  

La Familia Counseling Center 



     

LA Voice 

Linkage to Education 

Marantha Christian Center  

Mexican American Community Services Center  
Mexican American Legal Defense and Education 
Fund 

Mission Neighborhood Centers 

Napa County Hispanic Network 

Oakland Community Organizations 

Para los Niños 

Peninsula Interfaith Action 

People Acting in Community Together 

People and Congregations Together for Stockton 

PICO California  

Project Grad, LA  

Puente Project 

Sacramento Area Congregations Together  

Sacramento Urban League  

San Bernardino ACORN 

San Diego Youth & Community Services 

San Francisco Organizing Project 

Spanish Speaking Citizens Foundation 

TELACU  

Tomas Rivera Policy Institute  

Young Latino Leaders 

Youth Alive 

Youth in Crisis 

Youth Leadership Institute 
 

 

ñI Can Afford Collegeò Media Coverage 
 

Northern California / Central Valley 
Media Outlet Outlet Type Location 

Chico Enterprise Record Print Publication Chico  

Contra Costa Times Print Publication Oakland / Bay Area 

El Sol, Salinas (Spanish) Print Publication Salinas  

Fresno Bee Print Publication 
Fresno / Central 
Valley 

Gilroy Dispatch Print Publication Gilroy  

Livingston News Print Publication Livingston  

Merced County Star Print Publication 
Merced / Central 
Valley 

Modesto Bee Print Publication 
Modesto / Central 
Valley 

Oroville Mercury Register Print Publication Oroville 

Sacramento Bee Print Publication Sacramento  

San Francisco Chronicle Print Publication 
San Francisco / Bay 
Area 



- 62 - 

San Jose Mercury News Print Publication San Jose / Bay Area  

Santa Cruz Sentinel  Print Publication Santa Cruz 

Stockton Record Print Publication Stockton  

Time Standard Print Publication Eureka  

Tri City Voice  Print Publication Fremont  

Clear Channel, Stockton (6 stories) Radio  Stockton / Modesto 

KDEE-FM Radio  Sacramento  

KSFM-FM Radio  Sacramento  

KYMX-FM Radio  Sacramento  

V101-FM Radio  Sacramento  

Youth Radio Network Radio  Berkeley / Bay Area 

Alice 97.3FM  Radio   
San Francisco / Bay 
Area 

Clear Channel, San Jose (8 stories) Radio   San Jose / Monterey  

KVIP-AM Radio   Chico / Redding 

KYMX ï FM  Radio   Sacramento  

Live 105 FM Radio   
San Francisco / Bay 
Area  

KCRA (NBC affiliate) Television 
Sacramento / 
Stockton  

KDTV, Univision (Spanish) Television  
San Francisco / Bay 
Area 

KFSN (ABC affiliate) Television Fresno  

KGO 7 (ABC affiliate) Television 
San Francisco / Bay 
Area 

KNSD (NBC affiliate) Television San Diego 

KPIX (CBS affiliate) Television 
San Francisco / Bay 
Area 

KSMS, Univision (Spanish) Television Monterey 

KTXL (Fox affiliate) Television  Sacramento/Stockton  

KUVS, Univision (Spanish) Television  Sacramento/Stockton 

KXTV (ABC affiliate)  Television Sacramento  

Oakland Is Television Oakland / Bay Area 
 
Southern California 
Media Outlet Outlet Type Location 

Bakersfield Californian Print Publication Bakersfield  

Desert Dispatch  Print Publication Barstow  

Enlace (Spanish) Print Publication San Diego  

Hoy! (Spanish) Print Publication Los Angeles  

La Opinion (Spanish) Print Publication Los Angeles  

Los Angeles Times Print Publication Los Angeles  

Mundo L.A./Latin Publications (Spanish) Print Publication Los Angeles  

OC Excelsior (Spanish) Print Publication Orange County  

Orange County Register Print Publication Orange County  

Pasadena Star News Print Publication Pasadena  

San Bernardino County Sun Print Publication San Bernardino  

San Diego Union Tribune Print Publication San Diego  

San Gabriel Valley Tribune  Print Publication San Gabriel 



     

Whittier Daily News Print Publication Whittier  

830 AM (Spanish) Radio  Los Angeles 

Clear Channel, Bakersfield (4 stories) Radio  Bakersfield  

KROQ-FM Radio  Los Angeles  

KUZZ-AM Radio  Bakersfield  

Radio Campesina (Spanish) Radio  Bakersfield  

KTLA  Television Los Angeles  

Mi San Diego (Spanish) Television San Diego  

KVEA, Telemundo (Spanish) Television Los Angeles 

Univisión Bakersfield (Spanish) Television Bakersfield  
Univisión Los Ángeles (Spanish)  
(2 stories) Television Los Angeles 

Univisión San Diego (Spanish) Television San Diego  
 

Statewide and/or Internet coverage 
Media Outlet Outlet Type Location 

Radio Campesina Radio  Statewide  

iJournal  Web Publication Worldwide  

Inside Higher Ed  Web Publication  Worldwide  
   

 
Collateral Materials 
 

Another important aspect of the ñI Can Afford Collegeò 
campaign was the newly developed collateral and promotional 
materials. All informational campaign materials, such as ñThe 
Billò, ñThe Mini Billò, the Community Colleges General 
Brochure, the Countertop Display, and the Poster have been 
produced in English and Spanish.  In order to reach even 

more of the ñharder-to-reachò ethnic communities, ñI Can Afford Collegeò campaign will 
post select translated collateral materials and forms on the web site for CCCs and 
individuals to download. 
 
The creation of new promotional and premium materials was a valuable addition for 
events over the summer and throughout the remainder of the year covered in this 
report. The new items included:  
 

¶ Fans 

¶ Stickers (black and orange) 

¶ Hats 

¶ Folders 

¶ Bilingual business cards 

¶ Mini basketball hoop set  
 
In the 2007-08 fiscal year, more than 350,000 premium and promotional items were 
distributed to promote campaign messages. The materials were distributed through 
booth locations at community colleges, high schools, community and faith-based 
organizations, county fairs and the California State Fair. 


